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It's Nu-Kote. It’s the new plastic-base carbon paper that 


almost all copy work.” “Passed the acid test with fiying 
outlasts ordinary carbon three to one. And look what the 


colors—repeat sales breaking all records.” And so the goo} 


dealers say: “Nu-Kote samples brought us a flock of new cus- 
tomers and markets.” “One demonstration and they’re sold 
—by Nu-Kote copies that are clear to the last.” “No more 
space-wasting inventories—one grade of Nu-Kote handles 


word pours in from all over. (Listed below are just a few 
the enthusiastic dealers who've written us about Nu-Kote 
success.) Why not clip the coupon for your free Nu-Kot 
sample—and take a page, literally, from its success ston 


Barnum & Flagg Co., San Bernardino, Calif. / Texas Office Furniture Co., Dallas, Texas / W. H. Kistler Stationery Co., Denver, Co 

















Hook & Holtsinger, Tampa, Florida / Clark Office Supply Co., Phoenix, Arizona / The Nor-Wood Co., Inc., Hempstead, L.1., New Yo d 
Beecher Peck & Lewis, Detroit, Michigan / or ‘onnor & Raque, Louisville, Kentucky | Beacon Manifold, Inc., Boston, Massachuset ” M 
: , ays 
NU-KOTE is a product of Burroughs Corporation, Mittag Dims menta 
ee comps 
mre ni ; Seas ‘ laces, 
FREE SAMPLE! GET DEALERSHIP FACTS! MS-2 in ne 
5 = Dealer Sales Department 24K | 
= Burroughs Corporation, Detroit 32, Michigan light 
= 0 Without delay send me a FREE SAMPLE of NU-KOTE #443 
= Typewriter Carbon. 
5 4 O Also information on how I can become an M&V NU-KOTE 
4 dealer. 
— 
ase A S4IS NAME 
~~ ° e 
~~, [< ° FIRM NAME 
a?! 
eo “ my FIRM ADDRESS 
° e/ 
fart CITY ZONE STATE 





In Canada write: Acme Carbon and Ribbon Company, Limited. Toronto 13, Ont. 
P. S. Another profit-puller plus: fast-selling Burroughs adding and cash machines. 
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IT .MUST BE PRACTICAL 

IT MUST BE POPULAR 

IT MUST BE PRICED-RIGHT 
IT MUST BE PROFITABLE 
and IT MUST BE DIFFERENT 


then... iT MUST BE 

















FAMILY GALLERY 

What a seller for personal use...as 
gifts for every occasion...as fund rais- 
ing or bridge prizes! Big appeal for 
hero-worshipping teen-agers as well 
as older folk. Smart and distinctive 
on any wall. Red, tan, white, light blue, 
pink or black, with gold tooling. For 
any decor. Snap-out type brass framed 
acetate picture protection. Hangs ver- 
tically or horizontally. Individually 
boxed. 


eoeeeeeeeeeeeeeeeeeee 





DE LUXE LAZY SUSAN 


eeeee 


New functional elegance with 7 roomy com- 
partments for rubber bands, stamps, keys, 
erasers, clips, and “what not.” Hinged gold 
tooled lids are foam rubber padded. 8” 
across, smooth spinning action. Red, tan, 
green or maroon. 


#2 De Luxe Lazy Susan 





#73 for 3 pictures, 
11” high 


+76 for 6 pictures, 


$3.60 each 
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the 2004 
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verse Maw Oh Maw Oh, Man! 
NewYor Appreciative OVERNIGHT ORGANIZER 
AND JEWELRY BOX 
vsilias MUSICAL JEWELRY BOX PHONE CADDY » fertiames sthteenetenmie 
» Dini Plays a romantic melody to the senti- Personal directory, memo pad and pen- * place to put it! Top tray holds wallet, 
mental lady. Elevator tray and bottom cil holder all in one. Clips securely on < glasses, keys, change, pens, etc. in neat 
---- compartment hold her favorite neck- phone, provides firm writing surface : compartments; 3-section drawer holds 
5-22 laces, bracelets, rings, pins and earrings even when the phone is on the user’s : accessories and jewelry. 7x10x4”, 
in neat, easy-to-select arrangement. lap. Red, tan, ivory or black with gold + suede lined in rich tan Essex Hyde, 
24K gold tooled. 7x 10x34”. White, : tooling and brass finished fittings. - gold tooled, brass turned pulls. 
va light blue or pink. * Individually boxed. : Individually boxed. 
#4432 Musical Jewelry Box... $6 each : +36 Phone Caddy $7.20 doz. - #353 Overnight Organizer $6 each 
TE WE CARRY AN EXTRAORDINARILY WIDE SELECTION OF MEN’S AND LADIES’ JEWELRY BOXES 
— Successful buyers feature Dunston—get big volume from F ” 
a impulse buying, and mail orders,.too. That’s because Dunston “Preferred for Quality and Value 
has the variety, the quality, the value, the reasonable prices 
> engi prefer. Stock up now! Fe. on 
t il order firms, fund raisers, premium ers — 
’ inquiries invited! : sag LEATHERS, INC. : 
3. 
bet i Le 121 West 17th Street, New York 11, N.Y. + WAtkins 9-6608 
st poge 





- - - for more details circle 115 on last page 






































Edit 
It’s al 
Fro 
foot 0 
conde 
words 
neat 
you. 
apply 
hope’ 
_— off tl 
Irresistible Books 8 
9 

for Today's Young Mothers “490 
Cute and clever, a first person account of baby’s first years, printed { MA GIRL aes 
in full color with imaginative and appealing illustrations. Every : B432—Washable, simulated hic 
aspect of babyhood is depicted with space included for family tree, leather, pink, yellow. — 
parties, likes and dislikes, medical record, favorite pets and more. : B435—Silky rayon moire, bina 
24 pages of gray mounting paper for pictures and mementoes. Loose- __: pink, yellow. but 
leaf tie binding. Available in washable simulated leather or rayon ; UM A BOY give 
moire. 12% x 9% inches. $2.25 each net. :  B422—Washable, simulated ing 
; leather, blue, yellow, sect 


Fine Albums since 1872 B425—Silky rayon moire, dice 
: blue, yellow. by 
- 
° ° SOLA AND COMPANY - 


PUBLISHERS NORWALK, CONNECTICUT 
New York Showroom: 225 Fifth Ave. 
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Editing is like operating a still. 
It’s all legal, however. 

From a file of raw material a 
foot or more deep, each month we 
condense, purify and compress the 
words and pictures until we have a 
neat and readable package to send 
you. As in the usual distillery, we 
apply a little heat (and light, we 
hope) to the raw material to drive 
off the “impurities” so to speak, the 
superfluous adjectives and the ir- 
relevant information. 

Our distillation process takes the 
form of editorial decisions. This is 
what our work consists of — de- 
cisions. An editor decides not only 
which word to use, or which com- 
bination of words in what order, 
but also what subject matter to 
give space to at what time. Includ- 
ing an item in our New Products 
section, for example, does not in- 
dicate a personal recommendation 
by the staff, but it does imply some 
favorable judgment as to the inter- 
est the item holds for many or all 
of our readers. 

The more readers we meet at 
conventions and meetings and the 
more we hear from you with com- 
ments, inquiries and criticisms, the 
sharper our judgment becomes. 

Our monthly analysis of your 
product inquiries gives us a pretty 
good idea about what interests you. 
This knowledge, of course, helps us 
distill a better brew in following 
issues. Because we can’t set our 
readers collectively on a psychoan- 
alyst’s couch, you see, we do a num- 
ber of other things to determine 
what’s on your mind, through the 
mail, on the phone and in our trav- 
eling. 


Then it’s back to work at the 
“still.” 
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“I opened the store every morning at 6:30, swept out and cleaned up. Bertha 
came down at 7:30 and we kept the store open until 8:30 at least every night 
except Saturday night, when we remained open until there was nobody on the 
streets.”—Fred Benford, Benford Stationery Store, Lakeland, Fla., recalls his start 
in the business, on the occasion of his 46th anniversary and a recent store front 
remodeling. 

* * * 
“A growing awareness on the part of small and medium sized business enterprises 
to the need for cost cutting through mechanization should push sales volume in 
the office equipment industry to a record five billion dollars in 1959.”—Predic- 
tion by Charles Hallenborg, president of Copease Corp., at 40th annual conven- 
tion of the National Office Management Assn. 

* * * 
“300 Companies Have Same Phone Number in Buffalo,” boasts an ad by Hoel- 
scher’s, Inc., Buffalo, N. Y. In smaller type it’s explained that names in the Hoel- 
scher catalog read like a Who’s Who of office supplies and equipment manufac- 
turers and one phone number “will actually put you in touch with any or all of 
these firms via competent personnel of Hoelscher’s.” 

* * * 
“Reverse English may be the retort complete to the practice on the part of sup- 
pliers to tack on service charges for orders less than required minimum. One re- 
tailer in Florida recently turned the tables. When he received a charge for a 
dollar service fee on some merchandise he ordered, the retailer replied: 
‘Please be advised that we also have a new ruling to the effect that a $1 charge 
is made on all checks made out for invoices under $50. This will exactly balance 
off your service charge’.” 

* * * 
“Among systems men, it is a sad but well-known fact that many installations are 
using the wrong machine, or that the right machine is being used wrongly, or 
that no machine is really necessary at all . . . Mechanization is often wrongly 
applied and complicated procedures have to be established due to the incorrect 
use of a machine or in use of an incorrect machine to carry out the work that 
could be done in other ways more simply and at lower cost.”—-From an office 
equipment supplement of The Financial Post, Toronto. 

* * * 
“The big market for the future is in the under-developed countries. The thirst for 
knowledge requires writing instruments, and that’s what we supply.”—Louis M. 
Brown, president of Eberhard Faber Pencil Co., quoted in New York Times on 
the company’s 110th anniversary. 

* * * 
“Hi, up there!” is the salute to Denver’s skyscraper workers painted in large let- 
ters on top of Rockmont Envelope Company’s delivery trucks. With the greeting 
is the company’s name and phone number. It was described as the first adver- 
tising sign in the city aimed at skyscrapers. 

* * * 
“That volume is not the answer to the need for profit is a suggestion which is 
having ever wider currency. This holds not only for the retailer but the manu- 
facturer. Some durable goods manufacturers are changing policy from ‘sales for 
volume’ to ‘sales for profit.’ Let this fact once and unmistakably penetrate all 
strata of retailing—then the retail store will continue to be the best device for 
the retail distribution of goods.”—Quoted in NRMA bullein. 

* * * 


“The office furniture industry is one of very few which can claim as its market 
every firm in business and industry.”—Douglas W. Gambbrill, president, Yawman 
and Erbe Mfg. Co. 
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Pressure Sensitive! 
1. Oxford Dri-Labels roll right from Promotion Packed! 


the box into the typewriter. 








2. The touch of a finger sticks a label 
to any surface...without moistening. 


‘A Available in white and 8 color : 


an bands. Yellow 
Quick to stick and easy to use, 


















new Oxford Dri-Labels make 
4. Margins indexed for l, 2 or 3 


line typed headings. any labelling job a simple two 


a step operation for your cus- fj Light 
tomer...he just types them and Blue 
5. Rounded corners provide faster, 


easier separation presses them on! Oxford Dri- 


} 


Labels are pressure sensitive... 





grip any surface with the touch Orange 
6. New standardized 3%" label fits 


‘ of a finger. Need no moisten- 
1/3, 2/5, or 1/2 cut file tabs. 


ing! 





Available in all white 


7. Special paper stock...resists 


ae Dark 
smudging, even when freshly typed. or in eight color bands: ~~ Blue 


tee Tan, Orange, Green, — 
= 


Dark Blue, Light Blue, 
=. Yellow, Violet 


2 
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na extra 
 esensg out ready tor nex 





Violet 


FOLDERS. ADDRESSING 
NEAT TYPED HEADINGS ON FILE FOLDERS, ABET Uses 


SE ENVELOPES, AN 
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DISPLAY PACKAGED 


Oxford Dri-Labels are display packaged in 
buy-appeal Oxford Blue for maximum impulse 
buying from shelf or counter. Every display 
package con- 
tains twelve indi- 
vidually packed 
rolls of 250 
labels each— 
ideal for large 


Mail Your DRI-LABEL Order TODAY! or small sales! 


Oxford, 
Here’s our order for 72 rolls of NEW Oxford DRI-LABELS 
(6 display boxes of 12 rolls of a color). 





Suggested Zone 1 retail price $1.15* per roll in dozen roll lots, 
slightly higher in Zone 3. 

(Less Usual Dealer Discount). 

*Single roll $1.25 


Check colors wanted: 
(] dark blue (_} light blue _] crimson [_] orange 
[] yellow [] green [] tan [1] violet [] white 


-..and also send free statement stuffers imprinted as below: 


€ 
Ts 
ED \ FIRST NAME 


CITY IN FILING 
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display 
























Contemporary Christmas Cards 
Barker Greeting Card Co. 
has released its new line of 
Christmas Contemporary 
Cards. Almost 100 designs 
have been especially created 
to meet the new trend and 
ever-increasing demand for 
more so- 


of Christ- 


the “unusual” o1 
phisticated type 
mas card. 


New Gift Line 

A new retail gift line bearing 
the label “Talk of the Town” has 
been launched by Osborne-Kemp- 
er-Thomas, Inc., 76-year-old cal- 
endar and business gift manufac- 
turing-distributing firm. The com- 
pany’s initial offering includes 
items in five major gift classifi- 
cations. Distribution will be 
through wholesalers to department 
stores, gift and specialty shops and 
quality stationery and drug stores. 
label will appear on decorated 
decorated ceramic tile plaques, cr 
calendars, and designed cloth napk 
The line is moderately priced, rar 
\ standard 50 percent discount w 


Mosaic Paint Set 

Avalon Hobby-Kraft’s Nu-Mo- 
Number paint sets 
include six subjects, designed with 
the special physical characteristics 
of mosaics in mind. Measuring 10” 
by 14° andattractively self- 
framed, they retail at $1, $2 and 
$3. Tile areas are actually deeply 
embossed on sheets of clear, wash- 
able plastic. Specially compounded 
paints are applied on the reverse 
side and show through with true 
mosaic quality. Numbers on the ot 


saic by the 











The “Talk of the Town 
glassware and beer mugs, 
ystal ash trays, boxed gift 
ins, place mats and aprons. 
iging from $1.00 to $7.95. 
ill be offered to the trade. 





iter surface wash off easily 


when the mosaic painting is completed. Since the paints are 


applied on the 


inside, they are 


always protected against 


chipping, scratching and soil. Each set contains two pictur 


subjects, 16 colors including gold 
and simple instructions. 


Children’s Game 

Santa's Workshop Game is Mil- 
ton Bradley 
board gam: 
read-yet s 


Company's newest 
slanted to the can’'t- 
Retailing at $2, San- 
ta’s Workshop bases play on a 


trip to the North Pole where play- 
ers disco wonderful presents. 
Moves a determined by colors 
so that 4 6 year olds can have 


all the fu of 
their ow: Che 
full colo: 
board ma 


making moves on 
box contains 64 
‘ying cards and a sp 


MODERN 


grout, palette, color chart 
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SANTA 
WORKSHOP 


inner as well as a colorful 


ng the way to Santa’s Workshop. 
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Decorative Tray 

A unique date reminder tray 
has been introduced that shows 
the date and day of the week for 
19 national and religious holidays 
for the next five years. This ‘“‘Days 
to Remember” tray, a rich black- 
and-white Delft design by Royal 


China, can be used to serve candy, 











nuts or hors d’ouevres or as an 
ash tray in the home or office. As a desk 
a helpful reminder and planning aid for charting 
and business plans. Priced at $1.65, the tray is offered by 
Ned Standish Products, 30 Fulton Street, Newark 2, New Jer- 
sey. Dealer discount is 50 percent, 2 percent EOM. 
Wooden Greeting Card 6 
A new greeting card form has 
been introduced for Christmas, 
1959, by Yankee Artists, Inc. The 
card is made of a smooth sheet 
of Silkwood, a light weight and Bi 
strong wood imported from South $tkWOOD 
America. Measuring one-sixteenth peel 
of an inch in thickness and 3 by 
7 inches in surface area, the Silk- 








accessory, it 1S 


holiday 


Creates tn the STUDIOS or 


wood card has a smooth, silky 
texture. The cards are available 
in 20 different designs by rank- 


ing New England artists. The de- 
signs are silk screened in full col- 
or with special equipment that gives a hand-painted effect. 
Special envelopes blend with the art work. A package of 12 
cards, prepriced to sell for $3, has an acetate top, die-cut 
sides, and two stacks of cards separated by a divider. A Per- 
album is available for counter use and 





sonalized Greeting 
a custom art department has been established to design cards 
for special purposes. In imprinting or endorsing, the Silkwood 
handled very paper cards. 


7 


card can be much like ordinary 
Advent Gift Package 

A 16-inch colorful cardboard 
church with 24 handwrapped 
presents fitted into the chimney 
is offered by B. Shackman & Co. 
as a new Advent or pre-Christmas 
idea. There is one present for 
each day in December leading up 
to Christmas. The presents, when 
all assembled, form a complete, 
detailed Nativity set. 


New Santa Album 

“Just Santa’, one of three new 
personalized Christmas card al- 
bums published this year by Chap- 
el Art Studios, deals exclusively 
with the antics of Santa Claus 
as portrayed by leading designers. 
Two other new Chapel Line books 
are Parchment Elegance and 
Brush Strokes. Details on album 
reservations may be obtained by 
writing the company, 1123 Washington Ave., St. Louis 1, Mo. 

(Continued on page 46) 
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GG Wewuam-Webstor BACK-TO-SCHOOL is the time for volume sales 


HKG. U, 5. PAT. OFF America’s top-selling dictionary. 


eat ar on And to help you sell it BIG...to help you mal 

re ty record-breaking profits...ads in LIFE a9 

. We READER'S DIGEST will feature ten specific a 
‘Va? 


$? 
ans alee Sa 


important reasons why parents and students shou 


® buy Merriam-Webster’s New Collegiate Dictiona 
| Webster's 


from you... now. 
New This same powerful message will also be cao 

in TIME, NEWSWEEK, NEW YORKER, SATURDA 
REVIEW, HARPER'S, ATLANTIC. 


Collegiate 


Dictionary Biggest dictionary back-to-school 
promotion ever! 


Never before has such an enormous audien 
ENTIRELY NEW been given such compelling reasons to buy 4 P# 
ticular dictionary to meet school and college 
‘ requirements. 


; . ch 
BM (9 ‘i q imronsans: Stt ON BACK COVER WHY MERRIAM-WEBSTER ‘5 BEST. Never before has Merriam-Webster put su 


spectacular back-to-school advertising behind th 





New Collegiate — and you! 
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Webster Dictionary ! 


3 things you can do to make record sales 


1 Check your inventory. Order more Merriam-Webster stock than you had last year 
... because a campaign like this can produce fabulous sales increases for you. 
Build eye-catching tie-in displays of the New Collegiate in its fire-engine-red jacket 
(with the striking white bull’s-eye facing front, of course). 

3 To get all your salespeople “into the act,” mail the coupon below. We will supply 


them with a hand-size selling aid listing the 10 points featured in LIFE and 
READER’S DIGEST. 


4 G. & C. MERRIAM COMPANY i 
j SPRINGFIELD 2, MASS. i 
y Gentiemen: | want every one of my salespeople to read and use the 10-point digest of i 
, Merriam-Webster advantages appearing in LIFE, READER'S DIGEST. Please 
' send me ( ) hand-size selling aids, listing the 10 advantages found only in j 
i this Merriam-Webster. i 
. 4 
Name q 
...to help your ! ; 
St 
salespeople take | “° , 
partin this spec- , ““*" 3 
tacularpromotion 4 ° Zone State { 
all 
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CRAFTIN 


Sives you the Bifeeesti 











This is THE line! The line with the BIG appeal . . . the line 
with proven BIGGER re-orders. . . naturally it’s the line 
with the BIGGEST profit! It’s an entire family of paint-by- 
number sets . . . with just the sizes . . . just the subjects .. . 
just the prices to please everyone (especially YOU)! Sets are 
packaged with style . . . and filled with quality paint-by- 
number supplies. Series 100 retails at $1.00... Series 175 
at $1.75 . . . Series 200 at $2.00 and on up to Series 700 at 
$7.00. So, get the BIGGEST profit with the BIGGEST line 
...see your CRAFTINT jobber, or write today! 


THE CRAFTINT MANUFACTURING CO. 
1615 Collamer Avenue «+ Cleveland 10, Ohio 
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a letter from Washington...ré 





MODERN STATIONER AND 
OFFICE EQUIPMENT DEALER 
Washington, D. C. 

July 15; 1959 


Despite the endorsement of mandatory functional discount bills by many 
trade associations of wholesalers and smaller retailers, the House Judiciary 
Committee is not going to approve any of them. The legislation would re- 
quire manufacturers to sell to retailers at prices higher than they charge 
wholesalers. The idea is to curb the large chains which are able to by 
at prices cheaper than most wholesalers and are thus able to sell at much 
lower prices than those retailers who can only buy through wholesalers. 





The ‘Federal Trade Commission and the Department of Justice were strong- 
ly opposed to the bills at recent hearings before the Antitrust Subcommittee. 
FIC claimed the result of the bills would be to make it a price-fixing 
agency. Subcommittee members appeared to feel that the legislation was en- 
tirely too complicated and its effects too nebulous for them to vote for it. 


Fair Trade legislation has been marking time in the House, and its 
chances in the Senate received a sharp setback when Vice President Nixon, 
who presides over the Senate, issued a strong statement against it. 
Officially, the House Interstate Commerce Committee Fair Trade bill is 
awaiting clearance for action in the House from the Rules Committee. Un- 
officially, it's not being pushed by the Commerce Committee. Cynics 
Suggest that Rep. Oren Harris (D., Ark.), chairman of the Commerce Com- 
mittee, having placated the strong lobby backing the bill by reporting it 
out of his committee, feels his responsibility is ended. The Rules Com- 
mittee, however, doesn't act on any bill unless prodded by the appropriate 
legislative committee. 











The Post Office is Roig into competition with stationers by installing 
vending machines which dispense stationery and envelopes, as well as stamps. 
The prototype of what the Post Office terms "customer-operated substations" 
is soon to be delivered by Electric Vendors, Inc., of Minneapolis. Other 
models will follow. 


The Post Office says the recently developed automatic coin machine will 
enable a customer to insert up to a dollar in coins and purchase an envelope, 
Paper and stamps. Exact change will be returned, but before that, the 
machine will show the customer's remaining balance in the event he wants to 
spend more on materials, Installations will not be limited to post offices. 
The company plans to install them in airport terminals, railroad stations 
and other outlets where there is a steady flow of customers around the clock. 


Trading stamps do not represent price cuts, according to a ruling by 
the Supreme Court, in an interpretation of a state anti-loss leader statute. 











The ruling would apparently also apply to Fair Trade items. The issue of 
how Fair Trade and loss leader laws are affected by trading stamps has 
been in various courts for years; this marked the first time that the Su- 
preme Court made a ruling. 


The case was brought before the high court by Safeway Stores which 
had been meeting trading stamp competition by cutting prices. Safeway has 
traditionally opposed any form of premium selling. The Supreme Court ruled 
that the stamps amount to a discount for cash, rather than a price reduction, 


A complete handbook on the practical application of electronic data 
processing equipment in retail stores has been prepared by the National 
Retail Merchants Association, Entitled "Electronic Data Processing for 
Retailers," the handbook covers material on applications of the equipment, 
the place of character recogition, operations research, appraising existing 
equipment, planning, communications, print punch, point-of-sale, tabulating, 
computing and numbering. Available from NRMA (100 West 31st St., N.Y.l, N.¥,), 
the price is $10 for members, $20 for non-members. 








The Small Business Administration is moving to increase its aid to 
small firms in distribution, having long concentrated on manufacturing. It 
has let research contracts to universities on such projects as "problems in 
the sale of an interest in a small business proprietorship as influenced 
by federal income tax laws," "extent of retail advertising as a management 
tool--its scope and importance in small business," "retail store hour sur- 
vey," and "investigation of the marketing and management practices of 
selected small businesses." 








Small Business Administrator Wendell Barnes also has taken a strong 
stand on the need for new labor legislation. At least three million firms, 
he declared, have no forum in which to obtain redress from such union prac- 
tices as "blackmail picketing, coercive secondary boycotting and other 
abuses which need correction." 


New trade practice rules tor the manifold business torms industry 
by the Federal Trade Commission are effective July 30. They apply to 
suppliers of stationers, rather than stationers, except where the latter 
are large enough to be considered in interstate commerce. The rules follow 
the customary format in that they bar such practices as misrepresenting 
products, trade restraints, selling below cost, false invoicing, exclusive 
dealing, false and misleading price quotations, tie-in sales and discrimina- 
tion among customers in prices, rebates, discounts or credits. 








About to be made is the first major amendment to the Clayton Act since 
the 1950 Celler-Kefauver anti-merger section was enacted. By the time 
this issue reaches subscribers, both the House and Senate were expected to 
have completed Congressional action on the bill to make FTC cease-and-desist 
orders final within 60 days after issuance, unless appealed to the courts. 


A bill which opponents contend is an indirect price and wage control 
measure has been approved by the House Government Operations Committee over 
the opposition of the Administration, business organizations and most of 
organized labor, except for the United Auto Workers. The legislation would 
require the President to designate an agency-presumably FTC--to hold public 
hearings in advance of a price increase in any key industry. Though such 
increases could not be barred, backers of the bill feel that public opinim 
would be strong enough to head off many price boosts. 






































































Listen to PAPA FERBER 


(don't get caught with your pants down!) 


Smart students...and smart merchants...don’t for- 
get their FERBER PENS—America’s fastest-growing 
family of fine ball point pens! STYLED for eye- 
appeal... PRICED for buy-appeal...and ENGI- 


NEERED by Papa Ferber to give perfect writing 
satisfaction! 


FERBER makes superior pens in every popular 
price line from 25c to 98c, including the famous 
VU-RITER at only a quarter...favorite pen of 
America’s school-children! STOCK UP! 


All Ferber pens are available on colorful counter 
display cards as well as in space-saving transparent 
plastic displays. Also in commercial shelf boxes! 





TRIMATIC 
RETRACTABLE 
Style #42 
Suggested Retail 


29¢ 


Suggested Retail 


NEETLINE 

Style #76 

Medium Pt. 
Suggested Retail 


39°¢ 
Style #86 


Superfine Pt. 
Suggested Retail 


49°¢ 


LAUNDRY 
MARKER 
Style #44 


49’er UNIMATIC 
RETRACTABLE PUSH-BUTTON 

Style #49 Style #90 
Suggested Retail Suggested Retail 


29¢ 49¢ 9sc 


f_ahb_ah_ Corporation * ENGLEWOOD, NEW JERSEY 


. for more details circle 154 on last page 
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Don’t Confuse Inertia With Caution 


the trade talk and the 

\| articles a dealer hears or sees 
contain a “do something” appeal, 
either open or implied. The exhibit 
booth attendants, the 
story, the convention speeches all 
include appeals to the dealer to add 
this line, try that promotion, use 
this display, modernize that store 
front, create this new department, 
hire that specialist, etc. 

Inertia being what it is, such ap- 
peals are largely justified. 

But this month let’s discuss the 
unmentioned alternative, the ‘don’t 
do it” approach. We are reluctant 
to mention it, because most people 
find this approach the easiest of all 
to rationalize. 

It is understandable that a busi- 
nessman has to view each suggestion 
or proposal in the light of his own 
circumstances, and it’s hardly realis- 
tic to expect that every good in- 
dustry idea can find application in 
every dealer operation. 

An article on page 24 cautions 
the commercial stationer who is 
contemplating expansion into the 
office machines field. The point is 
well made that a multi-department 
Operation is not for everyone. It 
takes a lot of capital and a good 
staff to open a new department. 

Whether it’s opening a machines 
department, starting a branch store, 
hiring a sales manager or leasing 
lurniture, there are many dealers 
who regretiully and rightfully must 
lace up to their own limitations 
and say “no thanks.” It’s true that 
a dealer has to make many nega- 
tive decisions, realizing when it’s 


ost ol 


“how to” 
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best not to take a certain step at 
the present time, in his store, with 
his available capital and under his 
particular competitive situation. 

For example, the small dealer who 
is his own star salesman often 
reaches a point where his selling 
duties and his managerial duties are 
too much for one man. If he can’t 
find and keep qualified salesmen, 
or find a partner to manage the 
business while he sells, then he has 
to forego his dreams of expansion. 
So be it! 

In refusing to investigate a new 
line of office machines, a dealer 
can say he does not have the spe- 
cialized staff required to sell the 
machines. He’s probably right, of 
course. 


When 


to modernize o1 


made not 
to a better 
location, who is to argue with the 
dealer who explains that he’s doing 
a good business now and he doesn’t 
want to set the world on fire? 

Another dealer decides not to 
name a sales manager. His reasons 
are many—no money, no qualified 
men available, no desire to train a 
potential competitor. 

In every case, the dealer choosing 
the “don’t do it” course can pre- 
sent a for maintaining 
the status quo. But how often is it 


the decision is 
move 


good case 


leaves the 


that 
vulnerable to 


a_ rationalization 
dealer 
which 


competition 


may later use these same 
avenues of expansion to pass him 
by? It’s a risk 
time the deale1 “don’t do 
it.’ More dangerous yet is an in- 
different attitude that does not even 


allow investigation of 


calculated each 


decides 


various ave- 
nues of possible improvement. 

It is better to 
appraisal of every idea for improve- 


make an honest 
ment or expansion in these chang- 
ing times of our growing industry. 
And it 
portance of “doing something” to 


is good to realize the im- 
keep pace with a changing market 
and to realize the hazards involved 
in striving merely to maintain the 
status quo. It’s been said that you 
can’t stand still on the treadmill of 
progress. You 
thought to 
methods, new product lines and new 
trends in the consuming public. 

My point is this—it’s almost al- 
ways easier to err on the “do noth- 
ing” side. all try to 
compensate for this human tenden- 
cy in the future. Let’s not get in 
the habit of shrugging off all sug- 
gestions without seriously consider- 
ing any of them. 

It’s too 
with caution. 


have to give some 


new merchandising 


I suggest we 


easy to confuse inertia 


Maceth? Shaved 





A Look at the Fabulous 


The president of the National Stationery and 
Office Equipment Association examines social 


and _ technical 


advances that are certain to 


change the industry and affect every dealer in it 


Ws deal now with products that 

only a little while ago had not 
reached the conception stage in the 
minds of men. Our shelves are filled 
with them side by side with the 
traditional items that Johann 
Strauss and Schopenhauer bought in 
the little stationery stalls of Europe, 
that shopkeepers and housewives 
have used for generations, that stu- 
dents require in school. 

At this point, in an age that seems 
to be supercharged with technical 
creativity, we must study rationally 
how we can remain in business, how 
we can shape the role of the sta- 
tioner in our complex economy, 
maintain our human values and 
serve those individuals and institu- 
tions which, while having been good 
to use for a hundred years, now 
show evidence of disposing of us bit 
by bit. 

In my judgment, there is a com- 
bination of discernible forces now at 
work — industrial and office move- 
ment from crowded cities to spa- 
cious areas, coupled with an alarm- 
ing population growth and the sup- 
planting of workers by automatic 
machinery and processes — that 
could very well pronounce a curse 
of doom on our business as we have 
known it. The accelerated rate of 
change is such that there is no 
longer any question of doubt about 
what can happen: it is only a ques- 
tion of when. 

I propose, therefore, to recom- 
mend to our association a general 
program for action and development 
that could allow us to participate in 
the technical and social revolution 
already under way, rather than be- 
come a victim of it. 

Let me cite some findings which 
contain both high promise and per- 
haps a case of shivers for the retail 
stationer. 
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We are one of the last great in- 
dustries which has not yet evolved 
into chain-owned operations. I said 

not yet. By and large, we are a 
galaxy of independently owned busi- 
nesses reflecting both the freedom of 
managment and the hazards of non- 
collective judgments that are char- 
acteristic of independent activity. 

In a trend that is gathering 
alarming momentum, automation is 
now bringing into the stationery 
products industry more and more 
elements of service and manufac- 
turing that have heretofore been 
outside our fold. Who would have 
believed a little while ago that we 
would be involved with the elec- 
tronics industry, with synthetics and 
fabrics, with designers of interiors 
and the decorating profession, with 
the reproduction of sound, with 
microfilm and motion pictures? 

There is no way for any of us to 
guess, much less predict, what other 
elements of industry, what other 
services and technical processes will 
become integrated into our retail 
operations five and ten years from 
now. As for the period 25 years from 
now, the situation is too hopelessly 
unknown to contemplate. But even 
so, I believe that we must take some 
initiative to remain as informed as 
possible in this vital field of product 
research. 

A revolution, which will shortly 
reach »stunning proportions, in the 
techniques of filing and records stor- 
age is under way. The process of 
miniaturization, utilizing magnetic 
materials, digital relay systems and 
electronic impulse devices, require 
specialized knowledge on our part to 
be understood. New processes in- 
volve sound on tapes, cards and 
film, and microscopic reduction of 
recorded material which can be 
brought forward, made instantly vis- 


ible or audible, when needed. It js 
thus easily possible to store the ep. 
tire contents of the Encyclopedia 
Britannica in a match box and 1) 
years of corporate records in a smal] 
room. 

Who is going to sell this material 
and who will furnish the ocean of 
supplies such systems require? Will 
it be us, or will some new specialized 
distribution system be built around 
us that excludes us? What will hap- 
pen to the market for files, cabinets, 
folders, binders and the bread-and- 
butter items doomed to obsoles- 
cence, or at best reduced to a frac. 
tion of present inventories? How do 
we hedge against such dey elopment? 

New forms of postal communica- 
tion will certainly affect 
everything from household shopping 
to rocket transport, and it will affect 
us personally, too. Not tomorrow 
and perhaps not next year, but 
sooner or later we may be required 
to imprint a magnetic symbol on 


almost 





John B. Brain, Jr., a third generation sto- 
tioner at Omaha, Nebraska, discussed ‘Mar- 
kets for Tomorrow’ at 14 regional NSOEA 
meetings this spring. His broad view of the 
industry is especially timely as we approach 
the “fabulous sixties’. A summary of his 
talk is reproduced here for the benefit of 
those who were unable to hear him in per 
son. 
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Sixties and Beyond 


every pier of mail a code to ac- 
vate devices, already past the ex- 
perimental stage, which will shoot 
letters into a conveyor, postmarking 
them on the way, dump them into 
waiting rockets, with mail arriving 
at different destinations, all sorted 
and classified and ready for deliv- 
ery. 

Now, again I ask you, who will 
furnish the offices and industries in 
your town with the mountains of 
supplies which new handling tech- 
niques will require? What have re- 
tail stationers to lose and to gain, 
if not long in the future, such ad- 
vanced operating procedures are in- 
augurated? What will happen to 
our envelope business alone and who 
will sell them? 

As we watch the sale of copying 
supplies, I wonder 
whether we have been sufficiently 
aggressive to try to capture a share 
of this with tapes, 
punch cards, transistors, tubes, re- 
cording disks and the like 


devices and 


business. As 


does it 
not occur to you that, when used 
for office purposes, they are items 
for legitimate distribution through 
retail stationery channels? 

Everywhere I go I am told that 
these companies hope to enlarge 
their distribution facilities, and train 
more specialists, to maintain control 
over the supply tonnage used by 
these new products. Can we permit 
this to happen without taking action 
to become ourselves a distribution 
channel for a whole new world of 
profitable items? 

Many of the 14,000 banks in this 
country will soon be descended upon 
by salesmen, most of them trained 
as engineers or in cybernetics, who 
will tell them about marvelous 
check-sorting machines, one of 
which by utilizing magnetic spots of 
ink can replace up to 30 girls doing 
manual clerical work. 

Who will sell the checks and print 
them? Where will we fit into this 
magic operation? These banks are 
your customers today. Will you be 
going into the bank a couple of 
years from now to sell your mer- 
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chandise? Or will you be referred 
to the loan department to keep your 
business going in the wake of an- 
other customer lost to technological 
change? 

Again, I ask you to reflect on 
what this type of technological ad- 
vance will do to you. 

From studies and interviews, we 
know of other problems that weigh 
heavily upon people in our industry. 

Most often mentioned in reports 
reaching us was a problem of first 
magnitude on anybody’s list — that 
is, selling sales training, sales- 
manship in general and salesmen 
themselves. If it is any comfort to 
you, it is the same big problem 
throughout most of commerce and 
industry. 

Another matter that worries peo- 
ple in our business is inflation. It 
was mentioned next to selling. Othe: 
problems mentioned were diminish- 
ing profits, competitive _ selling, 
changing channels of distribution, 
unemployment and the changing 
character of our cities and suburbs. 

On this last point, our congested 
cities had better look to their fu- 
ture, and to their manners. For 
there is evidence of a possible migra- 
tory movement to a less frustrated 
locale of doing business. It should 
be no surprise to any of us that a 
change of environment makes pos- 
sible the sale of different products. 
And who will staff our stores and 
do our selling if cities evolve into 
conglomerate masses of underprivi- 
leged people? 

It is not my intention to paint 
this picture in dark textures, but we 
must that the fantastic 
growth of our business in the past 


realize 


25 years is no excuse for shutting 
our eyes to either the present or the 
future. 

In a brighter vein, we do suspect 
that expenditures for office supplies, 
furnishings and equipment will con- 
tinue at an increasing level for a 
few years, at least. In this discussion 
I am trying to throw light on the 
movement away from our retailers 
of a part of the four to five billion 


dollars a year this industry contrib- 
utes to our gross national product. 
Our task, it seems to me, is to de- 
vise acceptable techniques to keep 
this industry dynamic, growing and 
profitable. How, in the face of the 
shift to automation, the increase in 
direct selling from manufacturers to 
customers, and the specialized out- 
lets being established, can we hope 
to achieve it? 

I recommend that on an individu- 
al basis, in our towns and 
stores, we ask ourselves these search- 
ing questions: Is my inventory the 
kind that a retail stationer ought to 
be selling? Am I still featuring old- 
fashioned merchandise which is re- 
turning little or no profit, and over- 
looking the ever extending market 
which is growing all around me? 
What about gifts, luggage, books, 
household items, art supplies, kitch- 
en files, pens and _ pencils and 
direct approaches to the consumer 
in the home? 

Am | changing 
geography of my marketing area? 
Are people moving away from me? 

How do my merchandising meth- 
ods compare with other retail busi- 
nesses? Do self-service and store de- 
sign hold anything for me? Does 
better salesmanship on the floor 
and off the premises hold anything 


for me? 


own 


aware of the 


How often do I sit down, in some 
quiet spot, and think—not 
today, not 


about 
yesterday, but 
about tomorrow and the revolution 
all around me? 

And 
vironment, and what about my own 
office and the offices of others in 
my store that customers come into? 
Do I, in a phrase, practice what I 
preach? 

On a collective basis, I want to 
make two specific but absolutely 


about 


last, how is my own en- 


personal proposals. 


The first: I believe we should 
move soon toward establishing a 
professional public relations pro- 


gram to orient the public to turn 

to the retail stationer for the sup- 
(Continued on page 53) 
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Holiday figures, suspended orna- 
ments and an array of boxed sta- 
tionery and desk cccessories were 
displayed on a bed of “snow"’ at 
San Bruno (Calif.) Stationers. 


Promotable Products for 


Christmas, 1959 


Have you ever wondered what merchandise other dealers push 
hardest at Christmas time. A survey report indicates that writing 
instruments are the most displayed and most advertised products 


during the holiday season. Other popular items are listed in order 
om ey, . 4 + . , , 5 3 
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Writing instruments, the most widely promoted product among bulbs y 
stationers at Christmas time, figured in the window dis- ps disp 
plays of Abilene Printing & Stationery Co., Abilene, Texas. Station 
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‘ometime in the next month a 
few ambitious dealers will start 
their Christmas selling, with an ad 
ting early orders for personalized 











invi 
greeting cards. 

“From then until December 25, 
the ordering, promotion and selling 
of holiday merchandise will build 
up to a crescendo peak of business 
































that’s expected to make this a rec- 
ord season for retailers. 

New products, especially for the 
holiday trade, will include such 
items as greeting cards silk-screened 





























on slim panels of wood, colorful new 
fines of foil wrapping paper and 
imported party goods with Christ- 
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A white tree, a colorful base and overhead 
bulbs lent the proper holiday atmosphere to 
@ display of desk accessories at Radston’s 
Stationery Shop in Berkeley, Calif. 


mas carol imprints. As an aid to 
dealers in their Christmas prepara- 
tion, MODERN STATIONER re- 
views a number of new items in the 
New Products section of each issue. 
This month and in the following 
months special attention is given to 
holiday and gift merchandise of all 
kinds. 

Words and 


pages offer facts, figures and ideas 


pictures on these 


on the display and promotion of 
holiday merchandise. 

Writing 
dustry’s most promotable products 


instruments are the in- 


for the holiday gift trade, accord- 


ing to at least two surveys. 





Globes were prominently featured by both 
San Mateo Stationers in California and The 
Pender Co. in Texas. 








One study of several dozen holi- 
day window displays used by deal- 
ers throughout the country showed 
the frequency of display for various 
merchandise most 
popular products are listed in the 
order of their frequency of appear- 


categories Che 


ance in the windows surveyed. 

1. Pen and pencil sets, and desk 
pen sets were the items found most 
often in holiday window displays. 

2. Portable typewriters, another 
kind of 
second. 

3. Desk 
pen sets, such as list 
book calendars 
were used in many displays. 

+. Address books, diaries and al- 
bums were well up on the list. 


writing instrument, were 


accessories, other than 
finders, ash 


trays, ends and 


5. Christmas cards. wrapping pa- 


per and added 


boxed stationery 
color to many windows. 

6. Brief bags, attache cases and 
other leather goods gave a rich look 
to many holiday displays. 

7. Globes, 
books are a common sight in sta- 
tionery windows during November 
and December. 


atlases and reference 


8. Barometers, clocks and _ther- 
mometers are attractive gift items 
which lend themselves well to win- 
dow displays. 

9. Art supplies, games and play- 
ing cards were often prominently 
featured by those dealers stocking 
them. 

Anothe1 


Stationery 


survey by the National 
and Office Equipment 
Association determined the number 
of times various items were men- 
tioned in dealer newspaper ads 
around the country during the holi- 
day season. 

The ten top products in this sur- 
vey were, in order, typewriters, pens, 
stationery, desk calendars, globes, 
luggage and leather goods, books, 
files, desk pens and desks. 

Almost any dealer, with little 
effort, can find more than 100 items 
in regular stock that can be pro- 
moted as gift items. Some may want 
to stress the tried and true cate- 
gories listed here. Others will find 
it to their 
more 


advantage to strive for 
offerings. A separate 
in-store or window display called 
the “gift bar” o1 


novel 


“oadget bar” has 
been used with success by a number 
of dealers. 








OFFICE MACHINES: 
Protits and Problems 


Stationers unable to specialize fully 
in office machines should think twice 
before going into the field, this ma- 
chines dealer counsels. The broad 
inventory and many services re- 
quired to sell machines successfully 
make it definitely more 

‘sideline’ venture 


than a 


can’t see the day coming,” says 

I rea Thomason, general man- 
ager of the Fort Pitt Typewrite: 
Co., “when the ordinary commer- 
cial stationer will be able to com- 
pete with us satisfactorily in ow 
specialty. Limited competition from 
stationers we have had for 
time, but this business is too com- 


some 


plex and too costly for most stores 
to go into full scale.” 

Management at Fort Pitt, one of 
the oldest and office ma- 
chines distributors in the Pittsburgh 
area, believes that the business spe- 
cializing in office machines is here 
to stay, especially in the larger mar- 
kets. A closer look at the Pittsburgh 
company will show what it takes 
or would take—to operate a top 
flight machines department. 

The office machines distributor, 
to perform a service and stay in 
business, says Mr. Thomason, must 
carry not only floor models of every 
machine he distributes, but also a 
complete inventory of as many as 


largest 


ten variations of each machine. 
“Take typewriters,” he explains. 


“One leading manufacturer, in two 
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W. R. Shilling, president and founder of 
the Fort Pitt Typewriter Company, has been 
in the business more than 45 years. 


nine different 
colors. We have to carry each col- 
or, in multiple quantities. 
vestment is terrific.” 


top models, offers 


The in- 


This is particularly so since Fort 
Pitt carries at least 50 different 
models of typewriters at all times, 


The Pittsburgh company 
gives maximum display to 
its major lines. 


Ted Thomason, general manager at for 
Pitt, mentions a number of problems facing 
the stationer who plans a full scale mo. 
chines department. 


plus complete lines of adding ma- 


chines, calculators, cash registers, 
check writers, duplicating machines 
and dictating machines. The fim 
that does not stock sufficient quan- 
tities of all of these machines will 
have a difficult time gaining a com- 
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petitive advantage over the firm 
which does, Mr. Thomason says. 
The number of different lines and 
of models in each is but 
ne problem to be faced by the 
ffice machines distributor. Another, 
notes Mr. Thomason, is that of ser- 
vicing equipment. “A firm that does 
not back up each machine it sells 
with complete local servicing,” he 


the variet 


savs, “will not win any sales con- 
Not only 
will such a company have trouble 


tests in office machines.” 
setting customers; it may not even 
be able to get the lines. 

Fort Pitt Typewriter Co. has a 
full-time service department of 18 
men, who are kept busy as the pro- 
verbial bee keeping the thousands 
of machines sold by the firm in top 
operating condition. This is almost 
double the size of the productive 
sales force. 

A service department, of course, 
widens the office machines market 
considerably. All taken 
back in trade are reconditioned, and 


machines 


the company does a nice business 
renting and selling used and _ re- 
conditioned machines. 

“A good percentage of our ma- 
chine rentals result in sales,’ Mr. 
Thomason says. “We rent both old 
and new machines, and if a cus- 
tomer seems interested in buying, 
we usually rent him a new ma- 
chine.” 

There are two types of rental ar- 
rangements. The first is the Regu- 
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lar Rental Plan, according to which 
the customer rents the machine and 
pays an established rental fee. Three 
months of this fee will be applied 
to the cost of the machine, should 
he decide to keep it. He has the 
option to buy at anv time. but he 
is not under contract to buy and 
keeps paying rent for as long as he 
has the machine. The other is the 
Plan, 


really an installment purchase plan, 


Rental Purchase which is 
with the difference that the cus- 
tomer has the right to return the 
machine and stop payment at any 
time. The rates are slightly higher 
on this plan, because Fort Pitt car- 
ries its own accounts and tries to 
limit them to one year. 

Mr. Thomason estimates that 
about 65 percent of the business is 
store business. Although six of his 
ten salesmen are on the road con- 
stantly, they are unable to keep up 
with inquiries. With constant ad- 
vertising and sales on leading items, 
the company encourages its cus- 
tomers and prospects to come into 
the store, located at one of the 
busiest Pittsburgh intersections. 

Fort Pitt sells only those sup- 
plies which are used by the ma- 
chines it handles. No general com- 
mercial stationery is carried. 


Most 
smaller machines are made in the 


sales on typewriters and 
store, while the outside men con- 
centrate on heavier equipment with 
profit margins that give them big- 


Yellow page advertising in 
various classifications is an 
important part of the Fort Pitt 
promotion program. 


ger commissions. Calculating ma- 
chines, cash registers and dictating 
machines are their bread and but- 
ter, not 


portable typewriters and 


similar small machines where the 


profit margins are slimmer. The 
store does the heavy merchandising 
job on these models 

When Fort Pitt [Typewriter Co. 
moved into its new store a few 
years ago, it realized the need for 
complete display of the lines it 
handles. 

“In the office machines business 
you can’t sell from the 
or the catalog,” Mi: 
“Each must be 
thoroughly demonstrated before be- 
ing sold. A proper 


is often 90 percent of the sale.” 


warehouse 
lhomason ob- 
serves. machine 


demonstration 


The store has several demonstration 
tables, where interested parties can 
work out on the machines of thei 
choice. 
In th 


chinery such as calculators or elec- 


case of complicated ma- 
tric typewriters, the ultimate use) 
of the machine is encouraged to 
come to the store and learn the 
machine during his or her spare 
time. Being sure that the user is 
thoroughly trained in a machine’s 
use improves public relations and 
also minimizes returns and repairs 
due to careless handling. 

Mr. Thomason says that Fort Pitt 
has no intention of competing with 
local stationers in their specialty. 


(Continued on page 53) 
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Building a Selling 
For Your Store 


When a business grows to the point where the boss no 
longer can give personal attention to every good ac- 
count, then it’s necessary to incorporate some of his 


customer-pleasing personality 


W hen a store is very small the 
personally, and if they 
they 


customers know the proprietot 
like 
into 
steady customers. This personal re- 


him, 
usually develop good 
lationship between customer and re- 
tailer is so important that it fre- 
quently is recognized as the strong- 
est factor in building a small busi- 
ness. When a stationer and his cus- 
tomer achieve a feeling of closeness 
with one another, they do so be- 
cause their personalities are such 
that they blend together without 
any kind of clash or friction. Many 
customers buy from a specific store 
almost as much because of the per- 
sonality of the merchant as because 
of the merchandise he sells. 

A stationer whose business is suc- 
cessful invariably finds that soone1 
or later he must enlarge and ex- 
pand his operations. This is a criti- 
cal step in customer relations be- 
cause an expanded operation al- 
that there 
is less personal contact between the 


most inevitably means 
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into the store itself 


proprietor and his customers. It is 
extremely important that this gap 
be bridged, and success in this en- 
deavor achieved by 
building the personality of the mer- 


chant into the 


can best be 


store, into its op- 
erations and into its advertising. 
Some of the country’s major re- 
tail organizations have become so 
keenly aware of a growing lack of 
personality in their stores that they 
are now going all out to develop 
new personality concepts. One such 
company has recently embarked up- 
on a multi-million dollar program 
out kind of a 
image they should try to create in 


to find what store 
the minds of their customers. 
The problem of 


store image 


developing a 
is not as simple as it 
may seem to be at first glance. Just 
any old kind of store image is not 
likely to bring about the 
results. What we 
a selling personality—a 


desired 
need to build is 
distinctive 
selling personality. There are sev- 
eral steps required in the develop- 





Personality 


ment of a store image. We must 
first determine precisely what store 
personality we would like to create, 
next we must make our store into 
a place where that personality ac- 
tually exists, and finally we must 
do our best to create the desired 
image in the customers’ minds. 

Let’s look first at the question 
of what a distinctive personality 
for a stationery store should be. 
The stationery business is a very 
personal one. Customers use our 
products in their businesses and in 
their personal lives. Therefore they 
want and expect personal attention 
to their needs. I am not suggesting 
that we take a backward step in 
our store designs and operations. 
Rather, I am pointing out the great 
need to incorporate a warm, per- 
sonal, neighborly flavor into our 
modern, impersonal, streamlined 
layouts. 

It is possible to have both effi- 
ciency and personality in our stores. 
The key to this lies in putting more 
“you” into your store. If the cus- 
tomer likes you, then it follows that 
he will like a store with your per- 
sonality built into it. Store standard- 
ization is becoming a great hazard 
to modern retailers. If all stores 
are too much alike, then there is 
no good reason why a customer 
should another. 


choose one over 
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Our merchandise is rapidly becom- 
‘ng standardized so our only chance 
fferentiation comes in 
hemselves and in their 


for store < 
ur stores 
peration. 
Tf you 


tuld like to determine 


to which vou have been 
distinctive 


the degree 
wccessiul in creating a 
sore personality, take a customer’s 
ve view of your store and then ask 
voursell the following 


What is there about this store that 


questions. 


ppeals to people ? What specific 
features stand out most in a cus- 
tomers mind? 

The personality of your store is 
an intangible impression developing 
fom a great number of tangible 
elements existing in the store; the 
walls. lighting, number of depart- 
ments and their layout, cleanliness, 
nteresting displays, and other sim- 
lar features. The 
ave of the store is a composite ac- 
cumulation of all the favorable and 


customer’s im- 


mfavorable reactions experienced 
in shopping your store. This total 
thing which the 


customer carries with him when he 


mpression is a 


leaves. 
As a customer, it is not always 
easy to define why a certain store 


by Gordou B. 02002, Ph. D. 


Consulting Editor 
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strikes favorably. 
often aware of it the moment you 
enter the There is a trans- 
mittal of personality that hits you 


immediately. By analyzing this fav- 


you Sut you are 


store. 


orable reaction it is possible to de- 
termine what elements contribute to 
the building of a successful selling 
personality. 

One of the most important fac- 
tors in store personality is depart- 
mental variety. Departments should 


} 


be made to fit the merchandise in- 


cluded in them. A customer who is 
should be 


that he or she 


greeting cards 


feel 


an exclusive card shop. Good social 


selecting 
made to is in 
stationery can best be handled by 
creating the impression of a spe- 
cialty shop. Office equipments 


should be as modern and stream- 
lined as the modern offices in which 


used. A 


seem to be 


the equipment will be 


larger store can thus 
a group of specialty stores all work- 
ine together to create an over-all 
favorable impression. 

Many 
grasped the full significance of the 
opportunities to develop distinctive 
units. Those taking ad- 
vantage of the opportunities are 


making 


retailers have not yet 


who are 


individuality the keynote 
throughout their stores. The shop- 
per is led comfortably through the 
proper aisles, around, through and 
into things that the merchant wish- 
es to sell. 
Color as a selling 


tool has only 


recently begun to be appreciated 
by retailers. We start with the prin- 
ciple that nothing in nature gives 
us more immediate or more varied 
pleasure than the perception of col- 
or. Then we proceed on the basis 
of proven knowledge that color has 
a somewhat uniform influence on 
the psychological reactions of most 
people. Colors in store decorations 
accordance 


with the mood we wish to create. 


should be selected in 
For example red is known to be 
exciting, purple is depressing, and 
ereen is refreshing. 


Modern color 


advanced the 


consultants have 
science of color co- 
ordination and contrast to the point 
where they are able to make im- 
portant contributions to the per- 
sonality of retail stores. Colors are 
also known to have psychological 


effects on employees to the extent 





that the whole morale of the selling 


organization can be improved if 
colors are blended so as to make 
their work easier and more pleasant. 

One way to see how color can 
be used as a selling tool is to take 
a trip through a modern super- 
market. You will easily be able to 
distinguish how color is being used 
to make fruit and ve retables look 
fresher, to make fresh meat look 
redder, and to create signs which 
are easy to read and yet which do 


not annoy the viewer. 


It is no longer necessary to em- 


phasize the importance of  well- 
lighted stores. Probably the ereat- 
est difference between stores of 
twenty years ago and those of to- 


day is to be found in the amount 
of illumination. However. we often 
see instances where too much harsh. 
brilliant light is being used. There 
is little personality development pos- 
sible in a_ bare-looking with 
glaring lights. Here again we have 


to follow the needs of the customer. 


room 


If the customer needs quick-moving 
efficiency, then we need clear bright 
lighting. On the other 
or she wants to select 
our 


hand, if he 
eoods from 


assortments in a leisurely way. 


then we can match the mood best 

with subdued or indirect lighting. 
As we study deeper into this sub- 

ject of customer psychology, we be- 


come more and more aware that 


there is a definite personality which 
can be developed for each individu- 
al store. It is extremely important 


that we determine just what ow 


store’s personality should be. here 


are many different kinds of station- 


ery stores, and we should be 


sure 


that the image we develop is just 


what our kind of 


store needs. Our 
and feel like the 


shop should look 


kind of stationery 


Store our Cus- 
tomers want and need. And furth- 
ermore, it should reflect the 


personality of the proprietor as that 
is expressed in his personal rela- 
tionships with his customers. 


Store layout and merchandise 


presentation constitute only one 


phase in the development of a 


selling personality. Perhaps even 


more important are 
personality 


the phases of 
through 
employees and through advertising. 
These phases will be 


development 


discussed in 
a later issue. 
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Office machine dealers from cogs) 
to coast gathered in Cinci i 
Mark Seaman of Portland accepts the Liston 3 ncinnati re- 
Jackson trophy, honoring Oregon OMDA for cently to study new products and 
achieving the largest percentage increase in to discuss in detail several of the 
membership. . ° 
fastest growing segments in one of ; 
the nation’s fastest growing indus. | iow!) ! 
tries every olf 
sidered 
the sale 
Dean Leininger, Dean's Office Machines, Inc., wramid 
South Bend, Ind., enlists the help of Lou < hieeae 
Swain, F. G. Ludwig, Inc., and his portable ). Ele 
photocopier to take home ideas from the = Is ge p um yed 
NOMDA display of prize winning direct A record crowd of office machine ny 
mail and sales promotion pieces. dealers heard the business ma- eoumnan 
chines industry described as the in § Y4"S © 
dustry with the greatest growth po- oe 
tential during the 1959 convention ie ty 
of the National Office Machin: - 
Dealers Association (NOMDA) at J "2! 
Cincinnati, Ohio. The meeting was — 
held June 21 through 24. speake 
With the thought of industry. 60,000 
Mrs. Harold Mann, wife of NOMDA's ex- wide growth potenti lj ian Mal writers 
ecutive secretary, draws the name of Tom S - potential in the back- 1 Pp 
Hearlighy of Garrigan’s, Inc., Springfield, ground, NOMDA members gave toa 
Ohio, as winner of a complete dictating special attention to several of the dan 
unit. Holding the box of entries is Arthur f ; : ; : ed fo: 
Hanrahan of North American Phillips Co. astest growing segments in the in- ; 
who took part in the dictating machine dustry. soon | 
panel. 1. Dictating equipment, on the = 
market in some form or other for _ 
about 50 years now, was said to be chant 
entering a new era of vast potential and 
The new president of Ladies of NOMDA, with the advent of many models his 
Mrs. Marie White of Jimmy's Typewriter : we ; price. 
Respite Goncsiann, Sen... geens with Aihed that combine both office and travel Tl 
Foxcroft, new NOMDA president, at the utility. The field was described as . 
annval banquet. especially attractive for small deal- an 
ers in less crowded markets because - 
they are less likely than large deal- “ae 
ers in crowded areas to have strong ‘ye 
competition from direct selling man- ‘ r" 
ufacturers who have dominated the _ 
a ; ; i 
field for decades. It is expected that saan 
200,000 units will be sold this year, ar 
; : e nd: 
a gain of 21 percent over 1958. ar 
Seven-year-old Gary Brown, left, and his > Copying machines, in seven Px 
father, Jim Brown of Jim Brown Office Spy . dig¢ 
Supply Co., Waseca, Minn., receive o years, have grown from near noth- ne 
demonstration of Heyer’s Superscope from ine to $240 million in annual sales. hie 
; ing 
dqhn Gpager, conter. In less than a decade, this product Mi 
é Mi 
category has grown to a point where 
. < R tra 
it now accounts for more annual 
we 
dollar volume than many other 
: : ; tio 
R. A. Fritts, left, Typewriter Equipment Co., product groups that have been on 10 
San Deigo, discusses new features with , < The Eu 
Bill Wright of Master Addresser Co. the market 30 to 30 years. 7 ble 
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srowth is expected to continue, with 
every office using a typewriter con- 
dered a prospect. Closely tied to 
the sale of each machine is the 
pyramiding sale of supplies. 

3. Electric typewriter sales have 
jumped from 33,000 in 1948 to an 
estimated 277,500 in 1960. In five 
years electric models are expected 
over half of all of- 
fice typewriter The market 
for used electric machines and the 
rental field were described as gold 


to account for 


sales. 


mines for dealers. Right now, one 
speaker said, there is a market for 
60,000 or 70,000 used electric type- 
writers, with only 20,000 available. 

4. Portable typewriters, with sales 
of a million units a year, are head- 
ed for three million a year sales 
soon if the right kind of merchan- 
dising job is done. Dealers were 
told that they are still the main 
channel of distribution for portables 
and that they should not forfeit 
his position because of sporadic 
pnice-cutting by competitive outlets. 
The portable is a tool of literacy, 
a modern tool of communication 
like the telephone, and it is fast 
winning acceptance as a standard 
home appliance. Touch typing is 
being taught in many grade schools 
and after English 
quired touch typing is the most 
popular subject in the nation’s sec- 
ondary schools. 

The 1959 NOMDA show was the 


biggest in history, with 1.211 regis- 


which is re- 


trations and 58 exhibitors occupy- 
ing 84 booths. A 
Milwauke: 


trations. 


earlier in 
there were 1,050 regis- 
years ago there 
uibits and 279 registra- 
tions. The introduction of 
Europear ne 
ble for n 
sion. 


yeal 
lhirteen 
were 20 ex} 
many 
s has been responsi- 
h of the show’s expan- 
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National Office Machine Dealers Association officers for the coming year are, left to right, 
Edwin T. Feigle, Houston, secretary; Edgar Noll, Philadelphia, treasurer; Alfred H. Foxcroft, Los 
Angeles, president; Paul McWilliams, Little Rock, Ark., first vice president; Norman A. Karasick, 
Great Barrington, Mass., second vice president representing the manufacturers division; and 


Harold Mann, executive secretary. 
dent, representing Canada. 


In or near the exhibit area at the 
Netherland Hilton Hotel this year 
there 16 suppliers showing 


portable 


were 
typewriters, 16 showing 
adding machines and calculators, 13 
with standard office typewriters and 
the same number with new or re- 
built electric typewriters, 10 with 
dictating equipment, eight with of- 
fice machine stands, seven showing 
copying machines and six with du- 
plicating equipment. 

The announced a 
gain of 416 past 
year to bring to 2,400 a total mem- 
bership figure that stood at only 
800 just seven years ago. 

NOMDA’s new president is Al- 
fred H. of Guaranteed 
Typewriter Co., Los Angeles, Calif. 
His election draws attention to a 
coincidence that will see the in- 
dustry enter the 1960’s with three 
dealers from west of the Mississippi 
heading three major trade groups. 
A month earlier another Californ- 
ian was elected president of the 
National Office Furniture Associa- 
tion and this fall a 
pected to advance to the presidency 
of the National Stationery and Of- 
fice Equipment Association. 

Anothe1 
try’s 


Association 
members in the 


Foxcroft 


Texan is ex- 


indication of the indus- 
awareness of the booming 
West is the number of trade shows 
scheduled for that area. The 1960 
NOMDA Convention-Exhibit will 
be held next July 10-13 at Coro- 


nado, Calif., in San Diego harbor. 


Not pictured is Joe Rubin of Montreal, third vice presi- 





Talking over typewriters are Bob Blumgerg 
of Olivetti and Leon Brontman, Leon's 
Typewriter & Supply Co., Rochester, N.Y. 





Two Memphis dealers, R. A. Currie, left, and 


Richard E. Stratton, 
writer stands with 
MarshAllan Mfg. Co. 


right, 
Marshall 


discuss type- 
Bedol of 


A special feature of this year’s 
Cincinnati meeting model 
store, set up by Henry Berry As- 
sociates. Mr. Berry also appeared 
on the program to tell dealers how 


Was a 


store design achieves customer con- 
trol and to suggest that office ma- 
chine 
looking as the most exclusive shops 


stores “should be as smart 
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and as practical as a slide rule.” 
His recommendations included bet- 
ter lighting, flexible fixtures to per- 


mit seasonal variations in layout Charles Meyers, left 
, 


and a talk-it-over corner for closing retiring NOMDA 
sales. president, presents a 
special award to 
Edgar Noll of Phila- 
ers were told, “is for a share of the delphia, member- 
consumer's disposable dollar, not so ship chairman. 


“Our big competition,” the deal- 


much with each other.” The poin: 
was made by both James Hackney 
of Remington Rand and Drum- 
mond Gaines of Smith-Corona Mar- 





Post presit 

chant, Inc. Jock Weir 

: J, 0. Rom 

Dealers at the show evinced a Robert Ra 
gvreat deal of interest in the dic- 
tating machine panel conducted by 

James Marino, American Dictatine ing con 

Machine Co.; Jerome DeJur, DeJu: started 

Amsco Corp.; and Art Hanrahan, started, he said, a dealer needs in- with al 

North American Phillips Co. ventory, trained outside men and units . 

“It’s not just a machine, but a machines out on trial. New users, give Of 

system to capture words,” Mr. Ma- including the many prospects for lowed 

rino said in describing the evolu- on-the-go dictation, constitute a big contrac 

tion of the dictating machine from part of the market, he said. portun! 

Thomas Edison’s cylinder model to As a first step, Mr. Hanrahan ers, act 

today’s machines with maenctic advised dealers to use a dictating d 

tape, belts and transistors. machine in their own stores to im- to a W 

Mr. DeJur pointed out that th prove the flow of correspondence. with th 

sale of dictating equipment is to A question-and-answer period purch 

some extent specialized. To get brought out a number of interest- was € 

the gi 

dictati 

cessor 

are n 

the d 

Frank Garcia, Beach Typewriter Co., Miami ieee 


Beach, Fia., and |. R. Ritchie of Typewriter 

















Distributors, Inc., New York, examine light : 
weight portable. ; & 
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Nate Strauss, manufacturer's representative, 

Al Luke, left, of the Business Machine Division of Koch Brothers, Des Moines, receives plaque Max Boyd, Mason City, lowa, dealer, and : 

naming him first place winner in direct mail competition from Gene Hart, center, of the judging Joe Kobek of Badger, Inc., examine Luxco 3 

committee. Third place winner at right is Curtis Benner of Indianapolis. stand. 
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Post presidents attending the annual NOMDA banquet are, left to right, C. Elmer Anderson, 
Jock Weiner, Nicholas Fucci, Charles Meyers, W. R. Shilling, Liston Jackson, Wilbur E. Walker, 


J.D. Romado, James P. Ward, Harold Steinke. 


Other past presidents at the convention were 


Robert Randazzo, David Silvers and Irwin Ritchie. 


dealers have 
started selling dictating equipment 


ing comments: some 
with an initial order of only six 
units . . 
give 90 days of free service fol- 


a common practice is to 


lowed by a one-year maintenance 
contract there are many op- 
portunities of plus sales with adapt- 
ers, accessories and machine stands 

a trial period of three days 
to a week or a brief rental period 
with the entire rental applied to the 
purchase price are common .. . it 
that 25 percent of 
the gross volume a dealer does in 
dictating equipment will be in ac- 
cessories . 


was estimated 


. . Maintenance contracts 
just a racket” for 
the dealer, they are often demand- 


are not “ood 


POEEEEOE EEO EESEC OEE OEE EH 


ed by large industrial purchasers. 

Prize winners in various NOMDA 
contests received their trophies and 
plaques during the convention. The 
the 
largest percentage gain in member- 
ship, went to the Oregon OMDA 
Robert Picou of California took first 
the 
Strat- 


Liston Jackson Trophy, fo 


prize among area chairmen in 


membership drive. Richard 
ton of Memphis received the Presi- 
dential Trophy as the member out- 
side of locals signing up the most 


Noll of Phil- 


treasurer, re- 


members. Edgar 
NOMDA 


ceived a special plaque for his work 


new 
adelphia, 
as membership chairman. A new 
Noll Trophy was given to the Jersey 
OMDA for outstanding accomplish 











William B. 
explains a 
David C. Silvers of American Business Ma- 
chines, Inc., New York. 


Kerzner of Pearl Engraving Co. 
small, new adding machine to 


ment in organizing a new local 
group. 

Top winners in the Display Ad- 
vertising, Direct Mail and Sales 
Promotion contests were Harry Van 
Sant of Dayton, Ohio; Al Luke of 
Koch Brothers, Des Moines, lowa: 


and Keeney Office Equipment, Dal- 
las, Texas. Fred Kloth of Webster 
Groves, Mo.., ived a cash prize 
as “Tip O’ the Year” 


rece 


winner. 


The new NOMDA board of di- 
rectors will hold its midwinte 
meeting January 25-24, 1960, at 
Austin, Texas. Howard Cure of El 
Cajon, Calif., has been named Cor- 
onado chairman of the Associa- 


tion’s 1960 convention and trade ex- 


hibit at Coronado Hotel. 








i : 
10T Ti 
elephone Tips..... : 
1. Answer promptly, in five seconds or less. 
2. Identify yourself. 
Ten rules for better telephone technique 9 Bin wath auttly facie fruees. conell on 
were given to NOMDA members by Charles dec Monks. 
Bury, speaker at the opening luncheon. Be- 1. Hold the receiver with the lips no more 
cause the human voice is the only tool avail- than one inch from the telephon mouth- 
able in a telephone conversation, he said _ it’s piece. 
important to use good, glad, simple words; to S Re.» sond listener. 
soften the negatives: to use “eye words” which 6. Get and use the customer’s name. 
make visualization easier; and to speed up the 7. Use descriptive words. 
ipproach to the business at hand. 8. Explain any delays in the conversation. 
These are Mr. Bury’s 10 rules for bette: 9. Transfer calls tactfully. 
lephoning: 10. Close the sale, or attempt to close it on 
the telephone. 
Sorosee0000 227929 9999990000 222922 0> PPP PPD IP PPD PD D> PFOPPPISOOPIPIDI®DIDOD. 
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Paul E. Burbank Leaves 


NSOEA After 13 Years 
Following a year as full-time con- 
sultant and 12 years as top executive, 


Paul E. Burbank left the National Sta- 
tionery and Office 
Equipment Associ- 
ation June 30. 
During his years 
as executive head 
of NSOEA, he was 
responsible for 
adding many ma- 
jor Association ser- 
vices and projects 
with the help of 
men prominent in 
fields of 


personnel 


Burbank 


transportation 


research, 
selection, and 
store 


modernization. 

From the time Mr. Burbank became 
operating head of the Association, the 
membership grew from under 1,000 to 
its present total of slightly over 4,000. 
Annual convention attendance increased 
to approximately 14,000 for an exhibit 
that now occupies all available display 
space at the Conrad Hilton Hotel in 
Chicago. The NSOEA treasury shows an 
increase of five and one-half times that 
of 1946, when Mr. Burbank succeeded 
the late Charles Garvin. 

Mr. Burbank’s long experience, both 
as vice president-sales manager for a 
leading writing paper manufacturer and 
as executive vice president of NSOEA, 
have contributed to his national repu- 
tation as an authoritative speaker and 
consultant on industry matters. His pres- 
ent plans are to conduct his affairs from 
his home, Two Fathoms Farm, R. D. 2, 
Brunswick, Maine. 


Surveyed Dealers Wont 
Pencil Week Continued 

Retailers who actively supported Pen- 
cil Week in 1959 were rewarded with 
an average increase of 14.36 percent in 
pencil sales, according to a survey an- 
nounced by Clyde T. Nissen, executive 
vice president of the Lead Pencil Man- 
ufacturers Association, sponsors of the 
promotion. 

The estimates of 
ranged from 2 percent to as high as 75 
percent. Eighty percent of the mer- 
chants who reported their participation 
in the Pencil Week promotion said they 
favored continuation of the promotion. 

A typical dealer comment came from 
Bruce V. Rogers, assistant manager of 
H. S. Crocker Co., Fresno, Calif. 


sales increases 


(Continued on page 32) 
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PRESSTIME NEWS 


Unit sales of all types of mechanical writing instruments by United 
States manufacturers registered a gain of 45 percent in 1958 as compared 
with 1957, while the dollar value of the instruments sold dropped 7 per. 
cent, according to the Fountain Pen and Mechanical Pencil Manufacturers’ 
Association. Unit sales jumped from 412 million to 597 million units 
Ballpoint pen sales neared the half-million mark as unit sales rose from 
300 million in 1957 to 486 million in 1958. Dollar value at th 
turers’ level dropped, however, from $67,691,000 to $64,994,000 
pen unit sales rose from 41 million to 45 million while dollar value also 
dropped from $38 million to $35 million. Mechanical pencil sales declined 
both in unit sales and in dollar value from 68 million to 65 million units, 
and from $21 million to $19 million in dollar value. 
* * + 

Farnham Stationery & School Supply Co., operating three stores in 
Minneapolis and St. Paul, is opening a fourth store in the Midway Shopping 
Center at University and Snelling Avenues, St. Paul. The new Midway Store 
features merchandise from all three divisions school, business, and home - 
and includes space for an office furniture display. 
* * * 


manufac- 
Fountain 


Plans for increased printing equipment and plant facilities at Stationers 
Corporation, Los Angeles, were announced by ROBERT H. GARRETSON, 
president, as he announced the appointment of STAN GRANE as manager 
of printing production. Mr. Grane recently completed 23 years with the 
firm in the printing division. In addition to the printing plant, there are 
retail stores in Los Angeles, Riverside, San Diego and Pacific Beach. 

* * * 


The Postal Office Supply Co., in operation in Newark, Ohio, since 1908, 
has been purchased from WALTER DEUTSCH by one of his salesmen, 
CARL GLASMEIER. 

* * * 

Haines & Essick, Springfield, Ill., offered junior and senior high school 
students a 10-lesson, summer typing course for $10, with the understanding 
that the $10 registration fee could later be applied to the purchase of a 
portable typewriter. Classes were held at the store and limited to 15 students. 
A local high school’s commercial typing teacher conducted the lessons. 

* * * 

ARTHUR A. AINSWORTH has been appointed sales manager of the 
stationery department of the Gallup Map and Stationery Co., Kansas City, 
Mo. He has been in the industry for 30 years, the past 15 with Gallup. 

” * * 

TOM BOLTON of Ivan Allen Company’s Atlanta sales department has 
been appointed manager of the firm’s Augusta, Ga., store and ROBERT 
ESTES has been named manager of the Ivan Allen Quick Copy Depart- 
ment. PEGGY BAKER, advertising and sales promotion manager of Ivan 
Allen Co., has been elected first vice president of the Atlanta Advertising Club. 

As an approach to better employee-management communications, Ivan 
Allen has issued a 32-page Employees Handbook, printed in five colors. 

* * * 

Two salesmen of Sam P. Stiles, Inc., Louisville, Ky., have been elected 
officers of the firm. ALBERT F. EWERS, with the store since 1946, has 
been elected vice president and WILLIAM M. BOURNE, with the firm 
since 1950, has been elected secretary. 

+ * * 

JOSEPH PEZZINO of Bloomfield, N. J., has been named _ general 
manager of Colonial Stationery & Supply Co., Newark, and RICHARD 
BENJAMIN of East Orange has been named sales manager. Pezzino has 
been with the company for 12 years and Benjamin for two. 
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we dealers’ choice for fall profits 
[van 
‘lub. 
[van 
ras Both Olivetti portables offer dealers these im- 
firm portant advantages. (1) Full profit opportunities 
on every sale. (2) Superior quality that makes 
for satisfied customers and word-of-mouth ad- - t - 
= vertising. (3) National advertising. To learn a t ' ¥e t i 
hes how you can become an Olivetti Portable 
Dealer—in time to get your share of Olivetti 
back-to-school profits this season—write to 
Portable Division, Olivetti Sales Corporation, 
pooeenes 375 Park Avenue, New York 22, New York. 
T, 1959 - - - for more details circle 136 on last page 
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NEWS absent regional governor. of the Northwest Trav: First  vicy atte 
: : Z A ’ é a ne Howard Schaub of Schaub Office president is Bill Carroll of Eberhard. et | 
“This promotion,” he said, “is a re- Supply Co., Minneapolis, was recover- Faber Co. and second \ President jx cat, boat, P 
freshing opportunity to glamorize what ing from surgery at Rochester and Berkley Ertl, Venus Pen & Pencil ¢ with access! 
is ordinarily a seemingly drab product. could not attend the convention His Maye C. Bradley of General Forms, § 2 Nf. endles 
Anything that stirs imagination is a shot greetings by long distance telephone Des Moines, and Ed W. Horst of Glob. reusable 
in the arm to merchandising and 1 were amplified throughout the banquet Publishing Co., South St. Paul, won ya. magnetic 
wholeheartedly indorse this type of pro- hall. cations for their families in  northen ane 
motion.” Elected to succeed Mr. Schaub as Minnesota. te Mane 
governor was E. T. (Ned) Stafford of 
Governor Schaub Speaks Staffords, Inc., Superior, Wis. Del 
To Lucky 7 From Sickbed Deming of Farnham’s, Minneapolis, was 
A special feature of the Region 7 an- named the new vice governor. 
nual banquet in Duluth, Minn., this R. W. (Bob) Vater of Joseph Dixon 
spring was a telephone message from the Crucible Co. advanced to the presidency 
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Charles Mortensen, general manager of 
| Stekiube Rol Files — aque for the retiring governor of Regln? Sell 
ee. in the absence of her husband, recovering Se 


from an operation. Filling in for the miss 
ing Governor at Mrs. Schaub’s side is their Di 
IC 





es: | STAKTUBE 
ROLL FILE All steel-encased 





son Dennis, right. 

















\seces cabinets with steel-rimmed tubes 

Ssisiss for easy-to-find, safe print ey a Com- Stacor-Matic Tables 

seee' plete with either 36 (2%, "1 or 9 (4%” 
ID) tubes, 5 lengths, 10 sizes. Files bolt < Vip teerae 
together for stacking to any height. With KW boords 
locks if desired. ~ & Tables 


STACOR 


the line that’s 





Seventh Region NSOEA officers smiling f 
after their election are, left to right, Del 


: Deming of Farnham’s, Minneapolis, vice \ 
e Nn | Nn ee re O 4 governor; E. T. Safford, Jr., Saffords Inc., ' 
Superior, Wis., governor; and Stan Taylor 
| if ti | it of Gaffaney’s, Fargo, N.D., secretary. 
q y ¢ 


and designed for 


PROFITS ~=.:- 


Stay with STACOR~—all down the line. Your customers and 

prospects already know STACOR tables ... they're pre-sold 

through strong and continuing STACOR national advertising. 

Make this pre-acceptance work with you to sell STACOR 

Lifetime Quality equipment for all drafting room needs. 
Write Today for Big New Catalog 








A Northwoods trapper and a sheriff at- 
tended the Lucky 7 Lumberjack party at the 
Duluth regional meeting. The trapper 's 
Earl Collins, NSOEA vice president, field 
division. The sheriff is Larry Johnson, re 
tiring president of the Northwest Travelers. 
The lumberjacks with them are Wally 


STACOR EQUIPMENT CO. 
Manufacturers of Quality School and Drafting Equipment 
315 Emmet Street, Newark 5, N.J.—Bigelow 2-6600 


Warehouse Stocks in: Boston, Detroit, so, Los Angeles, Montreal, Philadelphia, neapolis; 
San Francisco, Saint John, N.B., Toronto, Washington, D.C. gg Bee Pier a — Het, 7 ie 
- - = for more details circle 147 on last page & E Supply Co., Duluth. iy 
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Sell The “Sellingest” 
Dictating Machine 
On The Market! 


({ 


NU 


Let | 


THE NEW, WU 
«9-9 Ee ho Bs 











‘ 


STENOTAPE 
$4 AS) 95 Hate tle (-t0l gt -to pa Re b 


WORLD’S ONLY TRUE-FIDELITY DICTATING /TRANSCRIBING UNIT 


Highest fidelity — 

80 to 6500 cycle range. It even repro 
duces the finest music with concert 
hall quality! 


Lowest price — 
Includes Federal Excise Tax. No hid 
den extras. 


Protected profits — 

Selectively franchised dealers and a 
liberal discount structure insure full 
profits. 


Complete cooperation — 

Display material, direct mail, news- 
paper ad mats and other tested sales 
aids available. 


Most features — 

Including new precision split-second 
tape. counter. Built-in loudspeaker 
30-ft. range mike for meetings, etc 
Most versatile unit for business, pro 
fessional & social use. 


Most accessories — 
Every one an extra profit opportunity 
for you! 


Most liberal guarantee — 

ONE FULL YEAR on parts and service 
Special service stations eliminate 
service headaches. 


Made by Geloso of Milan, Italy — 
Europe's largest integrated elec- 
tronic manufacturers. 


For the complete exciting sales story — Clip coupon to letterhead 
or fill in and mail today! 


AMERICAN GELOSO ELECTRONICS, Inc. Dept. 16 


251 Park Ave. South, 
New York 10, N. Y. 


Rush the complete 
Geloso StenOtape 
story. 
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NE ae ee 500 Attend NSOEA 
Regional at Grossinger’s 


’ tlose 50( : atte > . 
Welt of Herder’s Hoods C lose to 5 ) persons att nde d the 
sei Region 13 NSOEA meeting this spring, 
District 6 of NSOEA ; sa ee “ei ‘les, Ria 
meee é held for the fifth time at Grossingers 
Willis R. Wolf of Horbor Statione: Pi ceased 
Stores, Inc., Chicago, was elected to 


eee si anh The new governor, succeeding Al 
SUCCES obert Pickar, is George Reichman of Meoney’s, 
New York City. Fred C. Roscher of Mt. 
Vernon, New York, is lieutenant gover- 
nor and Mort Libicn, Libien Press, New 
York City, is treasurer. 

Robert Stanton of H. W. Boise Co., 
Plainfield, N. J., received the Metro- 
politan Travelers Club’s first award to 
a dealer salesman of the year. 

New president of the Travelers Club 
is James T. Hurley, Oxford Filing Sup- 

° , ply Co. Serving with him are William 

, Wolf - aspen ices Alia Lowenthall of A. W. Faber Pencil Co., 

sion that included a dealer forum. " in r ’ 
: a ‘ first vice president, and Robert Meyers 

President of the Great Lakes Travelers : nae : ae" 
, . i : of Binney & Smith, second vice presi- 
Club, for a term which coincides with 7 : , Tr. ‘ 

iw > dent. The Metropolitan Travelers also 
the calendar year, is Clarence Schlaver seit « death honall 1; 
FP Aa ee eee establis 1ed a death benetit p an. 
” Pt “ A special feature of the Region 13 
program was a presentation on “How to 
. Cure Summer Slump” by Homer B. 
W. E. Morris Re-elected Smith, NSOEA merchandising manager. 
District 12 Governor 
W. E. Morris, president of Morris 


Hedberg as gover- 
nor of NSOEA’s 
District 6. 
Twenty - three 
dealers registered 
for the entire 
three-day conven- 
tion at Nippersink 
Manor and 19 ad- 
ditional dealers at- 


ei ? tended a_ special 






Brothers, Stockton, Calif., was re-elected Goss of Spokane Named 

governor of NSOEA District 12 during Governor of District 11 

this year’s regional meeting at Yosemite William W. Goss, sales manager for 
National Park. Charles Laumeister, Shaw and Borden Co., Spokane, is the 
San Francisco, heads the 49ers Travel- new governor of NSOEA’s District 11. 


ers Club for the coming year. 


Also elected during the regional meet- 


AN ITEM THAT 
REALLY MOVES 


SUMMIT 


MADE IN THE U.S.A. 


ADDING MACHINE 


Top Markup-—Easy to Sell 


The best of the lower priced adding machines... 
the SUMIT is the perfect adding machine for every 
one of your customers. Measures only 7x5x6 — 
case in Horizon Blue is so good looking that it sells 
on sight. So simple to operate that children can 
use the SUMIT for their school work. 
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ing at Scattle, to head the Oregon 7;, 
Travelers Club, was Ed McCarthy, sah 
representative for F. S. Webster Co 
Carnright Elected 
To Succeed Goldstein 

Palmer J. Carnright of Snyder's, Ney. 
burgh, N. Y., is the ney 
NSOEA District 2, suc 
Goldstein of Rochester. 

Also elected at a lightly attendeg 
regional meeting at Cooperstown wer 
Harold G. Kastensmith of Benche, Inc. 
Schenectady, lieutenant governor; ang 
Harry F. Sanner, Jr., Sanner Office Sup. 
ply Co., Erie, Pa., secretary-treasurer. 

William A. Ross of Oxford Filing 
Supply Co. moved up to the presidengy 
of the Empire State Travelers Club. 
Total attendance was approximately 
140. 


governor of 


ceding Alar 


Henderson Succeeds 
Grimes in Region 14 

Bert F. Henderson, president of County 
Stationers, Inc., Ventura, Calif., was 
elected to succeed Carl Grimes as goy- 
ernor of NSOEA’s Region 14 during a 
colorful district meeting at Las Vegas 

George Hatten was general chairman 
The Golden State Travelers, headed 
by Willis Clark, helped with registration 
and were hosts at another of their fam- 
ous Friendship Hours at the Desert Inn 
Country Club. 







at the 


Adds, subtracts, multiplies to 999,999.99 accu- Look at this top markup... NSOEA sete 
sanaly ont quickly. Excellent for business and neti o. eset os Room 65 a 
Full color streamers and display units available. 1-11 units $12.31 per unit Sept. 26— 
: 12-49 11.84 per unit ' : 
Only $18.95 list 50 and over 11.37 per unit Write, call or wire today 


PEARL ENGRAVING CORP. *‘scis"" 
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Win a Mink Stole! 


Watch for CONVENTION 
DAILY’S big mink stole con- 
test at the NSOEA convention. 
Complete details and entry blanks 
in each issue of MODERN STA- 
TIONER CONVENTION DAILY. 














m odern 


405 East Superior Street 













SS; Read all about it! 


k ie can read all about it the latest daily 
happenings at the big NSOEA show — in 
MODERN STATIONER CONVENTION 
DAILY. It’s the newspaper that greets you 
cheerfully each morning bringing you the best 
. the most . . . in colorful, up-to-the-minute 
convention news. 
MODERN STATIONER CONVENTION 
DAILY is the newspaper that has consistently 
published more news, more pictures, more con- 
vention facts than any other publication at the 
NSOEA show. That’s one reason why dealers 
agree — it’s their preferred convention news- 
paper. 
You'll like CONVENTION DAILY’s breezy, 
modern style, too. 
Be sure to look for it MODERN STATION- 
ER CONVENTION DAILY, the  dealer’s 
favorite, at the big NSOEA show Chicago — 
September 26-30. 


CON WiaWTTUOR 
DANIO SY 


Duluth 2, Minnesota 
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Stationer Named Member 
Of Young Presidents 

Richard S Karasik, 28-year-old presi- 
dent of Jaclin Stationery Corp., 361 
Broadway, New 
York 13, N.Y., has 
been elected a 
member of the 
Young Presidents’ 
Organization. 

Mr. Karasik, a 
member of the 
New York bar, is 
also president of 
Frank A. Weeks 
, Mfg. Corp. He is 
Karasik currently president 
of the Stationers 12:30 Club in New 
York City. 

The Young Presidents’ Organization 
consists of chief executives of substan- 
tial corporations who have attained thei: 
positions before reaching the age of 40 
The purpose of the group is to help its 
members become better presidents and 
more responsible citizens in their com- 
munities. 





Brand Names Foundation 
Seeking 1959 Entries 

The 12th annual search for the na- 
tion’s outstanding brand name retailers 
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in 26 categories is now under way by 
the Brand Names Foundation, 437 Fifth 
Avenue, New York 16, N. Y. 

Dealers with a year-round program 
of brand advertising, promotion and 
sales training for advertised brands are 
invited to compete for the annual awards. 
Stores wishing to enter may write for 
entry forms directly to Fred B. Newell, 
Jr., director of retail relations, at Foun- 
dation headquarters. 

There is no entry fee, and no samples 
are initially required. By entering now, 
however, dealers gain maximum _ bene- 
fits from a continuing information pro- 
gram throughout the year. 

The awards for this year will be pre- 
sented on May 4, 1960. One of the 26 
categories is for office equipment and 
stationery stores. 


NOFA Chapter Receives 
National TV Publicity 

A major television network’s “Queen 
for a Day” on May 29 was Mrs. Faye 
Anderson, a school teacher, who re- 
ceived a “dream office” from the South- 
ern California Office Furniture Associ- 
ation, the most active local chapter of 
NOFA. 

Included in the office was a polished 
walnut desk with light drawers and 
panels, a hutch, matching chair, com- 
plete desk accessories and a typewriter. 

The network participation was a re- 


MAGNIFIER SALES RECORDS 


SHATTERED by Chandlers’ of Evanston 
li paiiltat a aia ta atlindin eae 


Mr. Huss of Chandlers’ Department Store, Evanston, Ill., writes: 


BAUSCH 6 LOMB 


v 


“We believe continuous display and promotion is responsi- 
ble for our steady success in selling Bausch & Lomb readers 
and magnifiers. This year, thanks to two new eyecatching 
displays, we've been able to shatter all of our previous sales 
records. This combination of good displays and quality 
product leads to ‘plus’ profits for our store.” 


Dero — 


Designed to “capture” store traffic, these displays will do 
wonders in your store, too. With a 4 time per year turnover" 
and a full 40% margin, B&L magnifiers become a very 
important profit maker. Write today for complete details 
Bausch & Lomb Optical Co., Rochester 2, N. Y. 


sult of the NOFA national public re 
tions program designed to promote th 
office furniture industry. On hand | 
the studio for the event were George ; 
Nielsen, president of thx Southern (,) 
fornia group, and Vernon Vallet, recen 
ly elected president of NOFA. 


Dealer-Decorator 
Relations Hashed Out 
At New York Sessions 

Turning spirited competition into , 
operation in dealer-decorator relatio, 
was the objective of the National Off; 
Furniture Association in New York q 
May 25. 

Brought together as a conference par 
el, before 218 interested members of 
industry, were spokesmen for the archi. 
tects, designers, decorators, office fur 
ture retailers and office furniture many 
facturers. 

NOFA, primarily a retail dealer o 
ganization, has been concerned in recen: 
years over the growing dealer problem 
of increasing competition in the sale of 
office furniture from architects, design. 
ers and interior decorators. Manufactyr 
ers, also active in NOFA, have beep 
pretty much the men in the middle, 

The audience was crowded into meet 
ing space originally reserved for a group 
of less than 150. Conference chainma 
Charles M. Nathan, Charles S. Nathan, 


(Continued on page 38) 





*Surveys show averagt 
turnover of magnifers % 
4 times a year. Also, that 
75% of all magnifiers sold 
in this country are 
& Lomb made. 
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offers 

VALUE | 
VOLUME , 
and 
VERSATILITY 
with 
the 
" 


Ww 
‘LINE | 


1500 SERIES 









Ses ere 


Executive tilting swivel chair. 


List Price $72.00 
Model 1523 
Suggested Retail Price 


$5995 


in most areas 





Feature for feature, no other chair offers so MUCH for so 
LITTLE as the new “V” line, Every chair you sell will sell 
another, and ANOTHER —when customers learn the un- 
matched comfort, easy adjustment and scientific seating design 
that helps produce better work with less fatigue. Sell the “V” 
for extra profits and increased volume. 


Write for details! 
CRAMER POSTURE CHAIR CO., INC., 625 Adams Street, Dept. msS-8, Kansas City 5, Kans. 
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THE SHAPE 
OF THINGS | 
10 G0... 


New Missile-Shaped HIGGINS 
drawing ink cartridge 

zooms off your shelves 
—guides you to 
big profits! 










perfect for draftsmen, artists, 
students! HIGGINS’ new missile- 
shaped cartridge always feeds just the 
right amount of HIGGINS American 
Drawing Ink into pens and drawing 
instruments. No mess, no waste! 
Compact, rigid, sturdy plastic 

cartridge slips easily into pocket, purse, 
drafting set. Stands on table, shelf, 

desk — won’t roll off inclined surfaces. 


Your customers will appreciate 
this convenient way to fill pens 
—especially when it’s so economical! 


RIDE THIS HIGGINS MISSILE TO 
SOARING SALES! 





Right now — constant, hard-selling 
merchandising promotions are send- 
ing artists to your store 
to buy the new HIGGINS 
missile-shaped drawing car- 4a 

y a tridge! So, stock up now! L 
y 4 








The basic art & 
medium 


since 1880 UTA 


HIGGINS Ink CO, INC. 271 Ninth Street, Brooklyn 15, N. Y. ~ ‘ 
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Inc., New York, opened up the meeting 
with an explanation of the NOFA 
and the industry—hope for greater co- 
operation between the groups represent- 
ed at the meeting. 

Mr. Nathan explained that the rea- 
son for the discussion was to find ways 
to effect better working relationships 
between the groups, since retailers have 
claimed that the architects-designers- 
decorators have acted as “unfair” 
petitors in buying office furniture from 
manufacturers for resale to clients. Re- 
tailers have claimed, too, Mr. Nathan 
pointed out, that the office planning 
specialists too frequently design offic« 
furniture to be custom-made for clients, 
instead of buying more standard furni- 
ture from retailers. 

On the other hand, the architects- 
designers-decorators have alleged that 
dealers are not always cooperative with 
them, and that “some” have sought to 
take away clients by offers of discounts 
and special design-decorating 
which, the planners added, the retailers 
cannot well deliver. 

Like moderator Robert C. Chapin, of 
NOFA’s public relations agency, the 
office furniture manufacturers were the 
men in the middle at the conferenc« 
session, though both representatives em- 
phasized their desire to be loyal to re- 


com- 


servic es, 





tailers, who in turn, demonstrate manu- 
facturer loyalty. 

Moderator Chapin kicked off the dis- 
cussion by reporting to the 
tailer audience that a recent national 
survey found that in eight major cities, 
only one out of eight potential office 
furniture customers had been approached 
by office furniture retailers 

Chic Blank, president of A. Blank & 
Co., major New York, Miami, and Los 
Angeles 


mostly-re- 


estimated that over 
50 percent of office furniture being sold 
to business organizations today is being 


retailers, 


handled by interior designers and archi- 
tects. He said that in most cases, the 
designers-architects charge the custom- 
ers wholesale prices plus 15 percent com- 
mission to themselves. He 
that retailers are 


pointed out 
customers of 
long standing to the new competition. 

Mr. Blank stated that retailers, car- 
ryving heavy overheads, should not be 
expected by manufacturers to compete 
with this kind of competition. He called 
on office furniture manufacturers to re- 
pay dealer loyalty of years’ 
with more retail dealer consideration. 
He listed the retailer as ‘expendable’, 
if such help is not forthcoming. 

In response to a question, “Should 
manufacturers sell to other than legiti- 
mately-recognized dealers?’’ Charles L. 
Pettibone, B. L. Marble Chair Co. pres- 
ident, replied : 


losing 


standing 


“T hate to straddle fence, but | 
have to on this question First, | would 
have to know who ar * dealers wy 
are talking about. . 1, second, ap 
the dealers supporting manufactur 
ers as we need to be pported ?” 

Mr. Pettibone pointed out that th 
dealer recognized most manufacty; 


ers is the dealer who supports the man 
facturer to the limit of the dealer’s abi 
ity ... and as much as th manufactup, 
supports the dealer. He added tha: 
speaking for his own company, it no 
sells only to dealers 
Michael Saphier, New 


York inter) 
decorator-designer, 


emphasized to th 
group that dealers cannot, in his opinior 
capably plan offices for clients, He stat 
ed that “there is a great difference be 
tween helping furnish an office ang 
planning an office.” He added that ; 
retailer can compete with architects, & 
signers and decorators in planning off 
ces, and, he stated, his group will D 
tronize office furniture retailers not of 
fering this kind of competition. 
Arthur W. Widman, Desks, Inc., pres 
ident, another major New York off 
furniture retail firm, declared that h 
viewed his group as being one of “purel 
sales and service’ to the industry of 
furnishing offices. He explained that 
Desks, Inc., offers that service to archi 
tects, decorators and designers, and stat. 
(Continued on page 40) 
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U-ART 


ALBUMS 


W hether they’re interested in deeply 
religious messages or greetings in a light: 
hearted mood, your customers will find 
exactly what they want, all beautifully 
displayed, in NU-ART DELUXE, CONTEM- 
PORA, ETCHCRAFT and NATIVITY-ART 
albums. 

And this year, in answer to your re 
quests, we have compiled an OPEN FOR 
BUSINESS album...a wide variety of 
easy-to-sell business greetings . . . per 
fectly designed in the distinctive NU-ART 
style. 

Elegant Nu-Decor decorated envelopes 
are again available at no additional cost 
with many NU-ART Christmas cards for 


1959. Write for compiete information. 


Engraving Company 
5823 N. Ravenswood Ave., Chicago 26, Iilino’s 
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ed that no retailer could hope to com- 
pete with the other groups. 

In response to a retailer question about 
architects designing furniture to prevent 
dealers, handling only standard shapes 
and sizes, from bidding on jobs, Jeffrey 
Ellis Aronin, New York architect, said 
his group preferred to use standard of- 
fice furniture. He said there are so many 
different manufacturer designs that arch- 
itects have a hard time knowing what is 
available. He suggested that a standard- 
ized system of cataloging what is avail- 
able be adopted. 

Mr. Aronin pointed out that he pre- 
ferred to buy direct from dealers, in- 
stead of manufacturers, because most 
dealers have larger stocks to choose from 

The architect stated that dealers 
should not try to by-pass architects in 
bids for business by offering architects’ 
clients large discounts on office furni- 
ture. He cited cases where dealers have 
sent literature to architects’ customers 
offering interior decorating services with 
the purchase of furniture. 

Jack Emhardt, president of Columbia 
Steel Products and general manager of 
Columbia-Hallowell division, Standard 
Pressed Steel Co., Jenkintown, Pa., said 
that the architects-decorators-designers 


gested that better acquaintance between 
the specialists and office furniture re- 
tailers and manufacturers would make 
for a better industry. 

Mr. Emhardt forecast that the $300 
million annual business done by the steel 
office furniture section of the industry 
would double within the next eight 
years. He referred to the office furni- 
ture retailers as “the bread and butter” 
of the manufacturers—and, he added, 
that he expected them to continue to 
be. He called on retailers to concen- 
trate on better communication with the 
design, architect and decorating special- 
ists to learn more of their needs. 

Mr. Saphier told the dealers that they 
might comply with their customer re- 
quests for design and decorating service, 
but should not solicit it. He explained 
that the art of planning for building, 
lighting, heating and air conditioning re- 
quires special know-how beyond the field 
of retailing office furniture. 

The decorator - designer emphasized 
that retailer cooperation with his group 
of specialists would give the industry 
enough impetus to double the volume 
of business to be done within the next 
eight years. “We couldn’t have gone 
ahead without you, and you can’t go 
ahead without us,” he emphasized. 

Mr. Blank pointed out his doubt that 


to the new competition for 
office furniture. 

Mr. Aronin listed the three aids that 
architects wanted from retailers jn fur. 
nishing offices: (1) furniture service 
(2) ability to deliver on time and keep 
promises, and (3 
maintenance. 

In reply to a question, “How can de. 
signers, architects and interior decorators 
work cooperatively with dealers?”, Mr. 
Widman said: “Dealers must help the 
specialists help their clients. It jg a 
simple as that.” 

Mr. Pettibone pointed out that the 
industry was in a state of flux, bu 
with all groups involved learning and 
cooperating, it would soon be smoothly. 
functioning. He forecast that soon com. 
petition problems would be overcome 
and architects, designers and _ interior 
decorators could devote more time to 
planning details while retailers played 
greater roles of cooperation with them. 

Mr. Emhardt agreed with a retailer 
presenting the question that too often 
the price of office furniture has been 
sold before quality. He said greater sales 
emphasis should be put on product qual- 
ity. 
Mr. Saphier estimated that only about 
one-tenth of the office furniture sold 
by his specializing group was custom-de- 


the sale of 


furniture service 





had introduced “a great deal of life’ 
to the office furniture industry. He sug- 


today’s retailer is doing the volume of signed. He said that it was more econ- 


business that he had 10 years ago, due 


(Continued on page 42) 

























NO. 250 IMPERIAL EASEL 


A professional studio easel with added support 
on both sides of center post. Large canvas 
holder and utility tray with palette holder fully 
adjustable by means of metal ratchet... 
designed to provide better support for large 


Upgra 
















canvases. Adjustable metal stabilizer tor W 
and other hardware plated to resist corrosion. 
List price $15.00 
FOB: Glendale, L. I. 
' oR A 
_ NN 5 ‘ g 
7 €-THRU clear plastic rulers and roll 
drawing devices give you a com- 
NO. 83 MASTER EASEL plete line to feature for back-to- 
Anco’s traditionally popular studio easel now school. Their high quality and mul- 
even better than ever! New unique tiple utility have won world wide , 
construction provides easier adjustment of wet 












tray and canvas holder with built in palette 
holder. Large easy tightening thumbscrew- 
and-steel plate assembly prevent tray 
slipping even with 100 Ib. weight. 


List price $12.00 FOB: Glendale, L. 1. 


Please write for literature mentioning this publication 
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Upgrade your sales with this versatile, double register calcula- 


tor which speeds up all percentage, invoice, job cost and pay- 
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roll calculations. It provides print-out of all entries and factors. 


write ;—“‘addo-x’’, 300 Park Avenue, New York 22, NY 
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OFFICE RITER™ 


Specially designed for accounting, Siren and general office use 


@ Desk models without cap and c 
@ Four popular ink colors: Blue, Bleck, Green, Red 


#52 Medium line pen — 29¢ each 
#522 Extra fine line pen — 39¢ each 
Handy packing in beautiful one dozen boxes 


A Pen For Every Purpose 


ALL-RITE PEN, INC., HACKENSACK, N. J. 


1 doz. display; #15-12-5 
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agers. William E. Vogt has been ap- 
pointed manager of general line station- 
ery sales. Alvin F. Arbough was named 
sales manager of office machines. 


ee 


omical to buy standard office furniture 
and that architects-designers-decorators 
would prefer not to have the responsi- 
bility of servicing custom-made furniture. 

Moderator Chapin summed up the 
discussion by saying it was obvious that 
NOFA was doing all it could to bring 
cooperative understanding to the indus- 
try—and he used the panel debate 
A. 


as 


exhibit 


Henry Chesick, left, of The Century Press, 
New Castle, Ind., takes over District 5 gov- 





ernorship from Scott Summerville, Summer- 
ville’s, Inc., Akron, Ohio. 
weeatee ae Bates Winners Named 
Cal Long, left, Cincinnati manufacturers re : ‘ ice sa 
man alias ai ' Winners of a recent national sales 
ey ee eee on ee Geer contest for Bates Manufacturing Co. 
ident of the Friendly Fifth Travelers from ‘ . 
salesmen have been announced. Loyal 


his predecessor, Don LaVigne of Rockwell- 


Carlon of California won the first prize 
Barnes Co. 


of a $500 Savings Bond. Desmond La- 
Place, Randolph, Mass., and Joseph 
Wardman, Silver Springs, Md., received 
$250 bonds and William Strong, Mid- 
west City, Okla., won a $100 bond. 


Kistler Promotes 2 
W. H. Kistler Stationery Co. of Den- 
ver has named two additional sales man- 
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Milwaukee Dealer Dies 

Edwin A. Forrer, 67, founder of th 
Forrer Equipment Co., M waukee, die, 
April 29. A veteran of the office furn; 
ture business, he was the son of R. ( 
Forrer, a founder of the old Northwee. 
ern Furniture Co. 4 


Gift Wrap Film Offered 

A full color, sound on film yg; 
through Kaycrest’s Pittsburgh plant j 
available at no cost for distributor gale 
meetings. The film features an intrody 
tion by Bob Hope and Rhonda Fleming 
and is a complete picture story of hoy 
the Kaycrest line of gift wraps, foik 
ribbons, tags and seals are made. To gy. 
range a showing write Sy Scheckner 
Director of Merchandising, The Paper. 
craft Corp., Paper Square, Pittsburgh 6 
Pa. 


Kerin Elected 

Anthony J. Kerin was elected chair. 
man of the board of directors and Ap- 
thony J. Kerin, Jr., was elected president 
of Tower-Crossman Corp., New York 
City, at a recent meeting of the board 
of directors. 


Suppliers Announce 
New Plants, Warehouses 
National Artcrafts, Inc., publishers of 
personal Christmas cards, opened a 
(Continued on Page 44) 





COLONIAL TWIST SLIMS 


A brand new candle with o 
continental flare. Generous 
10¥," length in the popular 
Y2° diameter. Packed one 
dozen to a box. In ten sale- 
able colors: 












White 
Lemon 
Sky Blue 
Pome 
Red 


CITRONELLA HURRICANE 

high by 5". Base is White 
Gold finish. Supplied com- 
plete with 5° Yellow citronella 
candle. Available packed singly 
or in pairs. 


8, 
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AMERICA’S MOST COMPLETE-LINE OF 
QUALITY PAPERS FOR THE DRAFTSMAN 


* GRAPH SHEETS TRACING PAPERS MODERN HURRICANE 
Free 


SILK SCREEN PARCHMENTS 
LAYOUT PAPERS PROFILE PAPERS 
ACETATE SHEETING (CLEAR OR MATTE) 


form shape made by 
‘swinging glass’ In Amber, 
Blue, Crystal, Flame and Ame- 
thyst. 10%" high, 3%" at base. 


* CROSS SECTION PAPERS 
* PLANETABLE PAPERS 


DEALERS! Send for free samples and Price List! 


ee EE PAPER CoO., INC. 


20? lel) ee +7 lems. Ban 


SEND FOR NEW CATALOG 


Colonial Candle. of Cap 


HYANNIS, MASSACHUSETTS 
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COMPLETELY ERASABLE 


COLORED PENCILS 


Yes! For the first time—a strong, stay-sharp, thin- 
lead colored pencil you can erase as easily, cleanly, 
completely as you would a black lead pencil mark! 
No ghosts! No shredded paper! Color-Tex erases 


as clean as this: 
wow you fin 
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ed one Fade-proof, smear-proof — and General’s special 
fen sale- “Carbo-Weld” Process keeps points sharp, long- 

lasting, long-wearing! 

Drange 
slue AN ECONOMY SPECIAL FOR YOUR CUSTOMERS 
Green -A FAST-MOVING, HIGH-PROFIT SELLER FOR You! 
reen Especially when you Cash in on 


* Jumbo Advertising, Merchandising Promotions! 

* Extreme Quantity Discounts IMMEDIATELY 
upon receipt of Order! 

* BIG, BIG Profit Margins! 





SPECIAL LIMITED FREE MERCHANDISING OFFER! 


Send us your list of customers. We will send 
them FREE SAMPLES of Color-Tex ERAS- 
ABLE colored pencils in your name! Once 
they use Color-Tex, once they see it perform 
—orders and reorders will snow you under! 
Act now—this FREE offer is limited! 



















Send today for Colorful Free Catalog showing General’s full 


line of quality products for Office, School and Studio! 


5 69 FLEET STREET, JERSEY CITY 6, N. J. 







, Inc, PENCIL COMPANY 
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MONOGRAMMING 


You can RENT a 
KINGSLEY for 21¢ a day 


With a Kingsley Machine you can mono- 


gram these gift items right in your own store! 


This “On-the-Spot” service promotes extra gift 
sales...and brings in new customers who can’t 


get quick service monogramming elsewhere. 


Write for a free copy of “Ideas for Mono- 
grammed Sales Promotions, and complete in- 
formation on our Rental Plan (only 21¢ a day). 


KINGSLEYZZZ 
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new processing plant May 11 at 34 
Hubert Street, New York City. The new 
facilities will permit National to give its 
dealers in a 13-state area around New 
York “local’’ service on all orders. The 
company’s other plants are in Los An- 
geles and Detroit. 

The incorporation of GR _ Products 
Steel Division, Inc., in Long Island City 
to manufacture portable steel partitions 
and movable walls is announced by GR 
Products, Inc., Grand Rapids, Mich. It 
will manufacture the line of portable 
steel partitions which are distributed na- 
tionally by GR Products. 

Storch Tepper Associates has an- 
nounced a new location at 46-50 West 
29 Street, New York. The manufacturers 
representatives are warehousing and dis- 
playing a complete line of Romco desks 
and tables as well as the entire line of 
Vanpe office accessories. Pick-up and 
delivery is available to either a dealer's 
showroom or to a dealer’s customer lo- 
cation. 

The H-O-N Company is erecting a 
new warehouse, 160 by 180 feet, imme- 
diately adjacent to its Oak Street plant 
in Muscatine, Iowa. The building, to be 
completed this summer, will be used for 
finished goods warehousing. 

Codo Manufacturing Corp. 
another office 


has opened 
and warehouse at 201 


North Broad Street, Philadelphia 7, Pa. 
Among the special facilities is a complete 
setup for printing spirit master units. 

Marnay-Rockaway, makers of the Par- 
titioner movable space divider and other 
steel office equipment, has opened new 
showrooms at 41 East 42nd Street, New 
York City. 

The Presentation Line, Inc., makers of 


personal leather goods, has moved to 
new quarters at 122 Fifth Avenue, New 
York 11, N. Y. The entire line is on 


permanent display. 

Construction began April 15 on a mil- 
lion dollar warehouse for the Masell 
Manufacturing Division of Cole Steel 
Equipment Co. Located in York, Pa., the 
new building, with 250,000 square feet 
of floor area, will warehouse the com- 
plete line of office equipment and furni- 
ture manufactured by Masell for the 
Cole company. 

Underwood Corp. has acquired the 
Electrofile Corp. from Johnson Fare Box 
Co., a subsidiary of Bowser, Inc., Chica- 
go. Electrofile’s business is electromag- 
netic filing equipment which codes, veri- 
fies, houses and automatically selects 
original records, all in one unit. Under- 
wood says it expects to expand the mar- 
kets for Electrofile products through its 
established distribution facilities. 

Richard E. Countryman has been ap- 
pointed general sales manager by Yaw- 


man & Erbe Mfg. Co. He will direct 


all sales functions of Y & E, the recently 
acquired C. E. Sheppard Co. and Atlas 
Loose Leaf & Index Co. 

John T. Gimpel, formerly vice presi- 
dent-art director of the P. F, Volland 
Co., has been named art director for the 


Gibson Art Co. 

Dean Snyder has been promoted tp ees 
national sales coordinator for the Charles you 
Bruning Co. cus 

Apsco Products, Inc., has named the ded 
Titan Sales Co., of Honolulu as Apgeo 7 
representative in the new state of Hawaii den 


Four new manufacturers’ representa. 
tives have been named to handle Pro. 
tectall Safes — W. M. Griffey of Griffey 
Enterprises, Denver; Henry A. Betty 
High Point, N. C.; William Steiner of 
Largo, Fla.; and Harold G. Tough, At. 
lanta, Ga. 

Edwin J. Du Bane has been appointed 
sales manager of the Burroughs Many. 
facturing Co., a subsidiary of the Ameri: 
can Metal Products Co. 

Thomas A. Roache has been appointed 


NE 
VE 


national accounts manager of Steelcase, Spi 
Inc. Pro 
Ray R. Eppert, president of Burroughs Ad. 


Corp., has been appointed to serve on 
the executive committee of the United 
States Committee for the United Nations 

Eureka Specialty Printing Co. has 
named Myron E. Sills sales manager of 
the firm’s new Tape & Label Division. 
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© Therm-A-Matic Heat 
Control 

© Automatic and Adjustable 
Foil feed 

e Extra large work platform 





0" 
© Optional Right or Left 
hand operation 





A MULTI-LINE 
IMPRINTER 
working for you 
means more profit, \ 
less investment 

and more eco- 
nomical upkeep — 
can be amortized 
in one season. 


these and many 



















Mas 





LOS ANGELES GIFT SHOW — JULY 17-24 
SAN FRANCISCO GIFT SHOW — JULY 25-31 
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MODEL 7O 
Prints from paper tapes pre- 
pared in a standard type- 
writer. A low cost system 
... easy to install. 

NO PLATES « NO STENCILS * NO INK 


Features ‘‘Automatic 
Drive” that moves mailing 
pieces into printing posi- 
tion. Names change auto- 
matically with each pull of 
the handle. 


appointed 
1S Manv. 


1e Ameri- 


appointed 
Steelcase, 


Jurroughs 
serve on 
e United 
| Nations. 
Co. has 


inager of 


Spirit 
Process 
Addressers... 





Do you 


Division. 


ee 





you 
»rofit, 
nt 


O- 
?p— 
ized 

) 





7-24 
5-31 


it page 
sT, 1959 














Designed to 


fit the job... 





MODEL 39 
Prints from paper address 
slips prepared in a stand- 
ard typewriter. 

NO PLATES « NO STENCILS «NO INK 


Easy list maintenance. Fea- 
tures “Automatic Drive” 
that moves mailing pieces 
into printing position. 
Automatic address card 
feed. Address slips fit into 
3-fold Holder Cards. Holder 
Cards are 3 x 5 and may 
also be used for record 
keeping. 





pe ADORESER 


Nationally Advertised in leading 
church, fraternal, office and business pub- 


e Attractive Deaier Discounts 








lications. 


Dealer Aids — Direct mai! pieces, 
statement stuffers, display cards and news- 
paper mats. 


FOR COMPLETE INFORMATION WRITE TO: 


uti ADldldildy 


: COMPANY 
SOOMS WEST LAKE STREET MINNEAPOLIS 26, MINNESOTA 
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train sales people to sell 
your competitor’s 


stock? 


Many pen dealers do 
—and here is how it’s done 


You hire an alert, aggressive salesman. You explain the vari- 
ous lines of fountain pens in your store—the merits of each one. 

The salesman learns— and when Mrs. Shopper comes in 
looking for a pen, he tries to sell her one of these brands. He 
does a good selling job. 

But —does he make the sale? NO! —in too many cases! 

Your prospective customer merely thanks Mr. Salesman 
after he has spent his time and your money showing her X 
Brand—and out she goes to the discount house down the street 
to make her purchase! 

No prospect — no sale —no profit! 

Parker Franchised Dealers tell a different story. Their 
clerks feature, recommend and display Parker Pens. And 
you'll sell Parker Fountain Pens—a lot of them. 

So it does pay to feature the Parker line in your advertis- 
ing. Display and sell the Parker line in your store. Support 
the Parker Franchised Dealer Plan. Fountain pen shoppers 
become your customers. Your salesman makes the sale... 
you make the profit. You don’t spend your time training clerks 
to sell pens for competitors. 





+ The Parker Pen Company 


COPYRIGHT 1959 BY > THE PARKER PEN COMPANY, JANESVILLE, WISCONSIN, U.S.A. 
TORONTO, ONTARIO. CANADA 
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GRAY 
FINISH 


New! 
Transfile 


to match the new look of 
modern offices. 





This new gray finish plus all their famous features, firmly 
establishes TRANSFILE as the finest value in steel front rein- 


forced fibre board files. For low cost filing and filing of 

semi-active and inactive records, they just can’t be beat. 
Also available in the ever popular green. 

Be the first to offer these new GRAY finish TRANSFILE Files 

in your trading area. Send your order at once. 


GUIDE SYSTEM & SUPPLY CO. 


335 Canal St., New York 13, N. Y. 
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“HEINES PUBLISHING CO.,INC” 


Bringing to you a ‘KING SIZE” line of 
Card Playing Accessories 


Tallies Playing Cards 
Placecards Card Table Covers 
Scorepads Bridge Party Paks 
Rulebooks Bridge Ensembles 


Goren Items Notes and Stationery 





CHICAGO GIFT SHOW 
August 2-13 


Room 906 .. . Palmer House 





We offer you the most complete line of GOREN 
Bridge Rulebooks and Scorepads all personally revised 


with the new rules by Charles H. Goren. 





Write for our new 1959 catalog 


HEINES pusuisHinc co., INC. 
123 NORTH THIRD ST. 





MINNEAPOLIS 1, 


MINNESOTA 
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NEW PRODUCTS .... 


(Continued from Page 9) 


Decorating Kit 

A consumers’ home-decora- 
tion kit for the Christmas sea- 
son, called “Holiday Sprinkles,” 
will be distributed nationally 
by Osborne - Kemper - Thomas, 


Inc., Cincinnati, with cor- 
panion product called “Snow 
Drops”. The “Holiday Sprin- 


kles” kit includes red and white 
plastic pellets and liquid spray 
that adheres them to Christmas trees, wreaths and evergreen 
boughs to give the effect of snow over red-berried holly branch- 
es. The companion “Snow Drops” are separately packaged 
supplies of the plastic pellets in varying sizes. Suggested re. 
tail prices will be $2.49 for the “Holiday Sprinkles” kit and 
49 cents for the “Snow Drops’. Both will be available fo; 


retail outlets in self-display cartons. 
Matchbox Yule Card 10 
. Barker Greeting Card Co. has re. 


leased an unusual Christmas Novelt, 
Dollar Card—the “Christmas Match- 
box Holder Card”. The receiver re. 
moves the card and uses the match. 
box-holder as a decorative piece for 
the living-room table, coffee table, 
buffet, desk, etc., all year round. Th. 
Matchbox holder is of sturdy con- 
struction, covered in heavy gold pa- 
‘ : per, and has four generous-size packs 
of attractively-boxed safety-matches nested therein. Red silk 
loop pullouts on each individual matchbox add further color 
This novelty can be shipped through the mail like a greeting 
card in the foil-lined container in which it comes packed 
They are packed 12 boxes to the carton, three cach of fou 
distinctive Christmas Card designs. 


Season's 
Crreetings 


Giftwrap Ensemble 1 

A new Art-Craft Giftwrapping En- 
semble has been introduced by Ben- 
Mont Papers, Inc. An assortment of 
giftwrap folds, strung tags and cards, 
it is packaged in polyethylene with 
a handy top, punched for 
selling from pegboards, as an impulse 
item. The ensemble will also be in- 
cluded in all Ben-Mont Art-Craft 
floor-stand assortments. There is a 
choice of two different assortments, 
all packages containing eight differ- 
ent designs. In each ensemble are 14 
giftwrap folds plus one foil sheet, 15 


carrier 


16-Ib. 


strung tags and cards. There are 24 packages in a 
carton, each package to retail for 98 cents. 
Counter Display 12 


A colorful new all-plastic coun- 
ter display effectively points up 
the clean and modern styling of 
the Pat Stamp Keeper and Pat 
Moistener, two of the many desk 
accessories manufactured by Pat 
Products Division of Ketcham & 
McDougall. Delivered assembled 
and ready for the counter, the 
display is an attractive eye-catcher 
> in red, white and black, extreme 
ly compact and easy to keep clean. The Stamp Keeper and 
the Moistener fit securely into recessed areas in the base. 
Display is available to dealers on request through their Pat 
representative, or from the manufacturer. 
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Big, New 
Eraser Sales 
From Today’s 
Prodigious 
“Electrics”! 


E ven on today’s superb machines — electrics and standards 
ysing carbon or fabric ribbons — typists make mistakes. Eras- 


ing results are almost unbelievably clean, quick, with these | 
pecially selected Weldon Roberts Erasers NOW SELLING IN | 


MUSHROOMING VOLUME! 


sHow YOUR CUSTOMERS THESE 2 EASY STEPS FOR ERASING 
CARBON RIBBON TYPING 


Fach sale is a 2-ERASER SALE! 


<j NO. 448 GREEN GLOW 
Removes surface carbon to 
prevent smearing. Soft 
green rubber encased in 
spiral paper wrapping 
with pull string for easy 
repointing. 


NO. 3650 

GRAYPOINT WHISK ca 
Removes the final image. 
Wood-cased eraser with 
quality gray rubber core. 
Easily repointed in any 
pencil sharpener or with 
a knife. Hexagonal; won't 
roll off desks. With whisk 
for removing eraser 
crumbs. (NO. 365 GRAY- 
POINT same eraser with- 
out brush.) 


OR...No. 378 Gravpoint 
With same quality gray 
rubber core. Spiral paper 
wrapped like NO. 448 
GREEN GLOW. 






Ehaner 3650 WHISK OS". Te 


Aah pot 


These same methods are 
also effective for erasing 
impressions typed through 
fabric ribbons. 





WELDON ROBERTS RUBBER COMPANY 
365 Sixth Avenue, Newark 7, N. J. 
World's Foremost Eraser Specialists 


Weldon Roteils 
Enanannd 


Correct Mistakes in Any Language 





4 
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PROFIT 
PROMOTERS 
by “SHACHIHATA” 


Quality Stamp Pads for 40 Years! 


Color of pad’s frame 
indicates its original 
ink’s color 


TYPE STAMP PADS 


REASONABLE COST 


..suitable for stamping on 


ok ate 


GRACEFUL DESIGNS 
Clear impressive colors... 
document's and ledgers. 
For re-inking......use only Shachihata Stamp Ink 
Automat “58”! 

SIZE: H-4, H-3, H-2, H-1. 
Available in 6 colors and uninked, and also foam 


rubber stamp pads. 


LE 
am 
, NEO” 


NON-FADING 


Color of pad’s frame 
indicates its original 
ink’s color 






STAMP PADS 


EXCELLENT DESIGNS 


Permanent impressive stampings, even On “nard to 
stamp” surface, cloth, wood, and so on. 

For re-inking....-- use only Shachihata Stamp ink 
NEO-88 ! 

SIZE: HN-4, HN-3, HN-2, HN-1. 


Avoilable in 6 colors ahd uninked. 







Color of Pen’s holder 
indicates its original 


ET MARKING PE 


MARKS 
wood, cloth, plastic, 





CHEMI- 


WRITES 

on any surface, paper, 
and etc...... 

NON-FADING QUICK-DRYING 
Suitable to teachers, artists, designers, students, and 
so on. 
For re-inking...... use only Shachihata Chemi-Pet Inks ! 
Available in 10 colors. Packed in box 


metal 





10 color's 
ond one dozen box. 


PATENTS for these 3 products ars applied for 


SHACHIHATA INDUSTRIAL CO., LID. 


65, Uwabata-cho, Nishi-ku, 
Nagoya, JAPAN 
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THE STATIONER 
WHO “THINKS 


FOR HIMSELF’ 
SPECIFIES 











GUIDES | ——'| - 


e INDEX CARDS 
AND GUIDES 


TOP QUALITY ® 
WIDE SELECTION 
PROMPT DELIVERY ® 
LOW PROFITABLE PRICES 


Write for FREE Catalog 


IMPERIAL METHODS CO. 


FOREST PARK, ILL. 
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NEW PRODUCTS .......-2. 


Giftwrap Display Stand 
Kaycrest’s mass display merch- 
andiser, a complete gift wrap de- 
partment in itself, has a new de- 
sign that keeps its items always 
in full view of shoppers. Packed 
with merchandise with a total re- 
tail value of $330.27, item X-303 
offers shoppers a complete selec- 
tion of market tested, pre-priced 
gift wrap items in 634 square feet 
of floor space. The merchandise 
is shipped in eight cartons, with 
the floor stand packed flat in a 
separate carton, complete with 
easy-to-follow instructions for as- 
sembling. The Papercraft Corporation, home of Kaycrest gift 
wraps, also offers sculptured gift wrap, 88-cent bags of rib. 
bons, smaller floor stands and a variety of roll packs. 


3-D Yule Items 14 
Stanley Greetings is in- 
troducing a pair of three. 
dimensional Christmas items 
to brighten dining and liy- 
ing rooms during the yule- 
tide season. A festive family 
group sings Christmas carols 
beneath a centerpiece lamp 
in one item. The other, a 
Santa Claus Christmas card holder, can display 100 cards 
and add a note of holiday cheer to the living room table. 
Both numbers are die cut and scored, and all parts interlock. 
No gluing or taping is required. Each item retails for $1. 





Coloring Sets 

The Eberhard Faber Toy & 
Game Co. has announced three 
new items in their “Color by Num- 
ber” series. One, #1808, is a 
complete art set, with six large 
pictures, eight thick lead, full 
length colored pencils and a sharp- 
ener in a full color box. Retail 
price is 98 cents. The Rainbow 
Color by Number set has 12 
sharpened pencils, and six Color 
by Number assorted scenes. It is 
packaged in a polyethylene bag 
with a colorful saddle label, suit- ; 
able for rack hanging. Two dozen bags are packed in a cor- 
rugated shipping carton. Retail price is 49 cents. An Artis- 
tic Paint by Number set includes six color coded pictures, 
brush, and a palette of 12 water colors for 39 cents. 





Window Decorations 16 

Stik-ees, a new kind of re-usable 
plastic window decoration which 
just presses on, is being featured 
by Living Products Co. in a self- 
mailing package containing more 
than 100 cutouts and 3 big plastic 
sheets, retailing for 98 cents. They 
are said to be as easy to remove 
as they are to press on, and leave 
no trace. Each kit includes sheets 
in green, red and white with such 
traditional Christmas decoration 
favorites as Santas, Yuletide trees, snowmen, reindeer, stat’, 
snow flakes, candles and bells. 


napry wew YEAR 


$x y 








48 MODERN STATIONER, AUGUST, 1959 










































©rss0, 






13 


a SF 


t gift 
f rib. 


14 
s in- 
three- 
items 
J liy- 
yule- 
amily 
carols 
lamp 
er, a 
cards 
table, 
rlock. 





cor- 
A rtis- 
tures, 


16 
sable 
yhich 
tured 

self- 
more 
lastic 
They 
move 
leave 
heets 
such 
ation 
stars, 








in back_to school sales volume 
the highest marks are made 


 Qheediy 


maqic marker 


patented 
“, GUARANTEED over the TUTTLE 


3 YEARS 


, SHELF LIFE Xmas Line!” 






WORLD FAMOUS 


Original 


PROVEN BEST! 





pay STROKE LETTERING 
hy Pfesina!Loaking Sie 
GIFT WRAP ENSEMBLE 


PACKS WITH CARDS 
AND/OR RIBBON 





GIFT WRAP * 
ROLLS IN CORNER 
WINDOW BOXES 


PLAIN OR PRINTED 
GIFT WRAP SINGLE ROLL GIFT WRAPS 
CUTTER BOX ROLLS 





GIFT WRAP TRIO ROLLS 
IN BOXES 


Christmas Table, Settings — 


add festive atmosphere to any gathering 


Popular Christmas patterns 
feature wet strength 
\ Table Covers, Luncheon and 
+ Cocktail napkins, Plates 

e* , Sea? and Cups. Matched series , 

for all special event days. 


PRODUCTS!®° 


A full line of marking devices to answer 
every need...for student, teacher, busi- 
ness man. artist, merchant, home, office, Spark up your holiday 
shop, hobby store wrapping with 


gay, colorful Tuttle 
PROM OTION y m [Crest penton | Counter Rolls, Sheets TT, 
ack to School” now—more being IN and Matching Bags. A 
planned! Action throughout the year— Paatiatts wap 


: : +e. : Write for samples. ¢ 
eeptent national advertising! Store l OLYDAY . nee 
isplays, counter dispensers, window HOL ] 
streamers, counter cards, door decals... 01 — } ape 


yours FREE! wi pi | \ = 
jews >; 


1123 Broadway 


PREFERENCE! cri FEI | Phone: ORegon 5-8590 TUTTLE PRESS COMPANY 
50,000,000 MAGIC MARKE ian pee wes’ Redbook CHICAGO APPLETON © WISCONSIN 
“ oe peneaees Beater How sRedbouky 20 North Wacker Drive . 





sold to date! Sales climbing daily! Deal- f ’ : 
ers’ choice for quality, profit and satis- Ve all cual ene Se ; eciafties want 
eacamiomers is the Speedry MAGIC y ot ‘ = Paper Sp i 
i =R line! i t ae = 
eel brom One Source 


STOCK UP NOW! 


For complete catalog and price list, write: 


P SPEEDRY PRODUCTS, INC. 
Sr989, sri DEPT. MS-17 RICHMOND HILL 18, N.Y. 
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Div. of KETCHAM & McDOUGALL, INC., Box 15, Roseland, N.J. 


Stamp Keeper * Tope Keeper * Reel Riter Ball Point Pen ® Pin-On Pencil 








PENCIL 


Pins on... Pulls out... 


Winds back! ... 


So smart, so useful...any woman would 
love to wear one—especially if she’s a 
nurse, teacher, student, librarian, sales 
or clerical person. A gentle pull, and 
this beautifully styled mechanical 
pencil glides out on its sturdy 
17-inch chain. When not in 
use it automatically winds 
back. In 6 lovely colors 
with chrome trim. Eras- 
er, extra leads inside 
Screw-On cap. 





$4 -95 


(incl, tax) 
© PRODUCTS 


Send for catalog describing complete PAT line: 


TELattach Pencil © Key Keeper * MemoMotic * Rememo 
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7 


NS U.S. Pot. #2,677,376 
ZIPPER POCKETS FOR RING BINDERS 
Practical carry-all envelopes. Sturdy Vinylite with 


welded seams & free-sliding Flexi-Grip zipper. Dust- 
proof, waterproof. Asst’d colored and clear zippers. 
For professional people, students, salesmen, homes & 
offices. Carry pencils, stamps, Papers, etc., etc, 


STYLE #51 — $2.52/Doz. 
9x6" fits all binders incl. 
11x8¥2"*. 3 doz/carton, wt. serts. Packed 3 doz/carton, 
22 Ibs. wt. 3Y2 Ibs. 


Extra quantity discount: 5% on 6 dor., 10% on 12 doz. 


ANGLER’S COMPANY 
45-22 162nd Street, Flushing 58, N. Y. 


STYLE #52 — $3.60/Doz. 
11Yax9"" takes 11x8%"" in- 
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NEW PRODUCTS........ 


Dealer Aids 7 
Five different advertising inserts and a completely te. 
styled Date Book for 1960 are available to st 
Hallmark Cards. The new Date Book, with sto: 
the back cover, is priced on a sliding scale rane 
for a thousand to $16.50 per thousand in 10, 
quantities. The mailing inserts, four describing 
line and one consisting of a Christmas card 


res featuring 

imprint op 
ing from $18 
'J0-or-greater 
the Hallmark 
shopping list, 


are priced from $3.95 to $5.95 per thousand. Stores may 
order as few as 1,000 of any of the inserts 
Spirit Duplicator 18 


A new improved spirit dupli- 
cator designated as Model 9H has 
been introduced by Old Town 
Corp., offering advantages jn dup- 
licating simplicity and efficiency 
The company says these machines 
offer the versatility-plus advantage 
of a greater range of sheet sizes 
than any other spirit duplicators 

sizes from 3” by 5” to 9” by 17” 
and a wide variety of paper and 
card stocks. 





Hand Stapler 19 

A new stapler of lustrous 
chrome, with choice of gray, red, 
Tenite trim has been 
announced by The Bates Manufac- 
turing Co. The Bates 88P Hand- 
Grip Stapler, which lists at $2.95 
plus tax, was developed for those 
who prefer to use a stapler in the 
hand. It does not require a desk 
or table surface for operation, loads 105 Standard staples and 
may be used as a tacker. A built-in metal loop is provided 
for hanging on hook or chain. 


or yellow 





Contemporary Furniture 20 
Harvey Probber, designer of 
contemporary furniture, has 
created a executive 
desks, cabinets and upholstered 
furniture for the office and 
contract fields. The collection 
includes desks, such as the 
ovoid one pictured, with all the 
necessary functional aspects. All 
wood is mahogany, available in 
10 finishes. Treatments of brass, fine cane, inlay and parquet 
effects are seen throughout the entire group. Seating units 
follow the same theme of function plus luxury. One piece, 
designed to reduce the many barriers to communication, is 
a curved conference desk which is only 25 inches high. Deal- 


series of 


ers may see the Probber furniture at showrooms in New 
York, Chicago or Dallas. 
Perfumed Stationery 21 


A highlight of Eaton’s fall-holi- 
day collection, introduced at the 
New York Stationery Show 
Boulevardier, a _ writing 
series perfumed with Lanvin’s 
“Pretexte”. Fine laid paper in 
fashionable pastels is printed and 
die-stamped with a perky white 
poodle. Envelopes are lined in 
white. This highly promotable styl- 
ing of Parisienne chic. stationery 
retails for $2. Also new is Eaton’s Cool Cat News, a teen-age 
specialty of slim, two-fold single sheets printed in two colors 
with studio-type cartoons and phrases. The Cool Cat sheets are 
assorted three designs to a box to retail for $1. 


was 
paper 
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Schwab 


Sells 
Protection 


There is sales 
strength in this 
product. illustrat- 
ed is their Under- 
wite’s labeled 
Class C-T20 Model 
1850, equipped 


with full size letter 
drawer, 3 x 5 card 
drawer units, re- 
movable cash tray 
ynit, and the Mer- 
contile Bank H_ in- 
surance rated Bur- 
glor Chest. 


The inside dimensions 
of the above safe are 
17%" wide, 50” 
high, and 18% = 
deep. Schwab offers 
200 standard models 
in different sizes, all 
equipped with the 
Underwriter's A, B, 
or C fire label, T-20 
burglar label, and 
the Underwriter's re- 
locking device label. 








The Schwab Safe Company 


LAFAYETTE INDIANA 
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and TYPEWRITER RIBBONS 


Wtite 


is the RIGHT line 
to feature 


Top profit for you is assured 
because the name WRITE 
guarantees top quality and 
top performance for your 
customers. 
Easy-to-handle WRITE carbon papers 
make more copies, make cleaner carbons, 
and are more economical to use. 
WRITE typewriter ribbons produce clear- 
est, crisp, uniformly sharp letter — and last 
a long time, too. 
Make certain of your repeat sales and cus- 
tomer satisfaction by featuring this sales- 
boosting line. 

“When it’s WRITE it’s RIGHT.” 


Promptest deliveries, always. Send 
for samples and discounts today. 








WRITE 


420 Lexington Ave., New York 17, N. Y. 
'NCORPORATED 


Factory: Bridgeport, Conn. 
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Your 
Dependable Index 
a 


CUSTOMER 
SATISFACTION 


GREATER 
SALES 


\\\\\ A\\\\ 
V//; Y 
SUPER 
if HA E MM . K 


DEX 
INDEX CARDS 


Quality-produced, 
economy-priced 

... With 
guaranteed 
uniformity of 

size and ruling. 


Lint-free 100% 
sulphite stock. 


Ideal for addressing 
machine use. 

Sizes 3” x 5”—4" x 6”—5" x 8”. 

Colors: White, Buff, Salmon, Green, Blue, 
Cherry, Canary. 

| & Also available in 50% rag content stock. 





++ + 


_ NEW SALES-STIMULATING FILING SUPPLIES 
_ and GUMMED SPECIALTIES from SUPERDEX 


| Quality products economically-priced for 
| 
| 
| 
| 


customer satisfaction and BETTER PROFITS 
% PRESSBOARD FOLDERS 


Heavy-duty cloth-hinged bottom. With or without metal tabs. 


% PRINTED FILE FOLDERS 


A-Z (25 to set). Durable, combination folder-index. 


%& FILING JACKETS 


Closed sides for sater storage of tax records, bills, etc. 


* ‘‘W" 1” EXPANSION FILE FOLDERS 


Holds more, bulkier papers without sagging. 


% FANFOLD LABELS 


For file folders, etc. Economical, easy to handle. 


% ADDRESSING LABELS 


Perforated, gummed 81/2” x 11” sheets. 24 or 33 to sheet. 


entice THE WARSHAW 
MANUFACTURING CO., INC. 


INFORMATION 
One of America’s largest manufacturers’ 


FROM 
of file folders and allied products. 


1 MAIN STREET, BROOKLYN 1, N.Y. 
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ONLY STERLING MAKES 
THE POPULAR 





No. 568 


a 


oe 


“DIAL-A-MATIC" 
ADDING 
MACHINE 

that retails at $4.00 


Adds up to 999,999 


Subtracts, too 


Automatic clearing bar clears dials with a flick 


of the finger 


Accurate, Compact, 


Precision made throughout 


Skidproof base for one-hand operation 
Moving parts of sturdy Dupont Nylon 
Mechanically Guaranteed 


Individually packaged in colorful, 


carton 


eye-catching 


NOT A GADGET—but a Real Precision Machine 


Request latest catalog of complete Sterling line 


S7 





of School and Stationery items. 
STERLING PLASTICS CoO. 


1140 COMMERCE AVENUE - UNION, NEW JERSEY 
Manufacturers of Stationery and School Supplies 
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DIRT, 










GREASE, PAINT, 


CHEMICALS 





AM CREAM with LANOLIN 
a Invisible Protective 
glove that goes on 

BEFORE WORK... 
Washes off INSTANTLY 
AFTER WORK... taking 
ALL DIRT with it. Leaves 
hands and face clean! 





over 100 applications $ 


at HARDWARE, CHAIN, 
AUTO, INDUSTRIAL, DEPT 

DRUG stores. 
For free literature write 


ACROLITE inc., Rahway, N. J. a 
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NEW PRODUCTS... . » 


imprinting Machine 

The Franklin Manufacturing 
Corp. announces that their 
“Multi-Line Imprinter” is now in 
production. This machine prints 
than one line at a time and 
flexible and 
as a single line 
One of the major features is a 
quick change type stick holder 
which uses type or type slugs for 
a maximum imprint area up to 
1” by 3%”. It will accommodate 
five 12 point lines or two 36 point 


new 


more 
yet is as easy to 


operate imprinter. 





lines or any combination of assorted lines. The machine 
weighs 21 pounds and occupies a 10” by 15” space. The 
2%" stock and 434” throat provide the extra clearance for 
marking items which could not be done previously, such a 


extra thick books or extra long or narrow greeting cards. 


Reminder Pad 23 

EY ro Chesco Products offers its “For. 
get-No” as a new concept in pock- 
et secretaries and reminders. Mem. 
os are written, torn off and filed 
in a weekly visible file. A margin 
of the memo is always visible, in- 
dicating the hour 
the appointment. The 
work organizer is available in Su- 
— tan Saddle and Black Alaskan 
Size when a is 37% by 3%. Retail price is $1. 














SAME DAY SERVICE 
ON 


SEALS 


NOTARY AND 
CORPORATION 

#1 Pocket Seals $8.00 

Dealer Discount 40% 







Sold Only 
Thru Dealers 


LOUIS MELIND CO. 


3524 N. CLARK ST. CHICAGO 13 















and the day of 
pocket-size 
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write to SAGINAW 





for QUALITY 


steel store 
fixtures and 
shelving 


For further information 
and service on store 
planning, write to Sagi- 
naw Industries today at 
the address below. Of- 


fices in principal cities. 


INDUSTRIES CO. 





BUSINESS FORMS MANUFACTURERS 


W-2—Approved Federal, State and City wage 
tax reports for processing in one operation. 
Forms specifically designed for NCR, Bur- 
roughs, etc. 

STOCK FORMS—Invoices, Bills of Lading, Pur- 
chase Orders, Expense Reports, Speed Letters, 
Credit Memos, etc. 














You accept the orders—we do everything else 
under your name. Excellent profits. All forms 
imprinted or plain. 


IMMEDIATE SHIPMENTS right from stock 


Write for trade PROFIT-PLAN now! 
Serving the trade from Coast to Coast 


APEX BUSINESS SYSTEMS 


540 PEARL ST., NEW YORK 7, N.Y. * Phone: BE 3-7133 





SNAPEX TAX & STOCK ———— 





2119 S. Jefferson @ Saginaw 24, Michigan 
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FABULOUS S 
(Cont 
fies, furt 


that belon 
3 respons!\ 
wht to 1 
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how much 


to develop 





OSES... 
ved from page 19) 
hings and equipment 
in the office. We have 
growing audience we 
ich with modern tech- 
ymmunication. The ca- 
life and 
terest is enormous. But 
have we done, really, 


fice work to 


and exploit it, and to 


capitalize on it? 


Second: | 


lectively we 


col- 
through 


whether 
not, 


wonder 
should 


NSOEA, initiate research in product 


forecast to 
toner tO pa 
the supplies 
be required 
ture. | wan 


prepare the retail sta- 
rticipate in distributing 
and products that will 
in the push-button fu- 
t to see the retail sta- 


tioner elevate his status in our dis- 


tribution 
fessional, 


system 


and have a pro- 


and even creative, influ- 


ence over the markets of tomorrow. 


It makes a 


great deal of sense to 


me to use the tools of research, pub- 


lic relations 
manufacture 
















———$ 


a | 
YOUR OWN PHOTO | 


ing machine 


Write Dept. MSS , 


ROGERS NA 


TRADEMARK ® 


P.0. BOX 10425 + DALLAS, TEXAS 
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and argument to induce 
‘rs of computers, copy- 
s and automatic instru- 


ments to accept established distri- 
bution media for the feeder mater- 
ial gulped up by the whirring ro- 
bots that supplant so much human 
energy. 

I do not pretend to know the 
precise form of a research project 
of this kind, or what kind of pro- 
gram promises to keep the maxi- 
mum amount of office supplies flow- 
ing through retail channels. But I 
do know that protection begins be- 
fore you need it and already we 
may be a little late. 


OFFICE MACHINES .. . 
(Continued from page 25) 
The company is content, he says, to 
stick to its machines and the related 
supplies it must handle to meet the 
needs of its customers. In view of 
the industry’s many technical ad- 
vances, it is becoming more diffi- 
cult to draw the line between ma- 
chine supplies and commercial sta- 
tionery. But, for the present, Fort 
Pitt has a good working arrange- 
ment with the local stationers, often 
exchanging customers with them. 








Are you offering your cus- 
tomers all the services you 
should? Are you ringing up 
profits in your stationery 
department? 

If the answer is no, then you 
should stock Rogersnap 
Carbon Second Sheets and 
Business Forms in the fast 
*Flip-Out Dispenser Box. Both 
you and your customers will 


be glad you did. 


=< 4 


*Registered 








A Unique PG Book 


For greeting card shops and dept. stores, an answer to the 
need for quality reproduction of your customer’s own photo. 
of reproducing photos on Christmas cards 
YOUR OWN PHOTO book offers 


that fits the trend, yet is different and better 


The practice 

grows yearl, The 
something 

than ordinary ‘photo-cards’. 


The emp! 


ers own p 


For information write 


YOUR OWN PHOTO Christmas Cards 
1039 Third Avenue, New York 21 


a 


sis ils On quality—a fine card using the custom- 
oto—a card that has elegance, and importance. 


= 
| 








Machine dealers, Mr. Thomason 
feels, do not object to competition 
on their lines from stationers. But 
there is strong feeling that the sta- 
tioner thinkins of going into office 
machines (other than typewriters 
should look closely at the problems 
of serving the market. Profit mar- 
gins on many of the smaller ma- 
chines a stationer might start with 
often leave something to be de- 
sired. And, to sell the bigger ma- 
chines 
needs a specialized sales force. 

“Our inventory,” he says, “is al- 
ways over $100,000. We can main- 
tain an inventory like this because 
machines are the one thing we sell, 
but how many stationers can main- 
tain such an inventory in a ma- 
chines department? Yet you can’t 
sell office machines from the cata- 
log, you have to carry them in stock. 
Our inventory is constantly on the 
rise, because of our 
centration on the top of the line. 
And that seems to be the direction 
of the whole office machines indus- 
try today.” 


professionally, a _ stationer 


increased con- 


"HEY, BOSS - I'M SHOWING THEM HOW YOU CAN MENDO ANYTHING 
WITH WATERPROOF SCOTCH’ BRAND COLORED PLASTIC TarE!* 





= 
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“SCOTCH” and the ploid design cre registered trademorks of 3M Co., St. Poul 6, Minn, 


La 
Mitwnesora (ftmine ano )fanuracrurine on ES 


«e+ WHERE RESEARCH IS THE KEY TO TOMORROW § 
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Wa 
SHINE... 


prerer EG-U-Cards 





PREFER 


Always Something NEW 


Children’s Educational Games 29c 














Ed-U-Cards Mfg. Corp. 


13-05 44th Ave., Long Island City 1, N. Y 
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WHY BUY? 
WHY RENT? 











Now You Can 


LEASE 


HOWARD 
IMPRINT 
EQUIPMENT 


Write today for full details 
about Howard's NEW leasing 
plan for stamping equipment. 
Low, easy leasing payments 
can be applied against full 
purchase price. 


1 SEE THE , 


! HOWARD 
1 AT GIFT SHOW, KANSAS CITY ! 
, AUDITORIUM, AUGUST 16 THRU |! 


19th — DISPLAYED BY \ 
GRANT SALES CO. 
' 3104 Main St., Kansas City, Mo. 


Howard Stamping 


Machine Co. 


4445 W. Belmont 





Chicago, Ill. 
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July 
Hotel Willard. 


19-22 Washington Gift Show, 


July 26-31 49th California Gift Show, 
Los Angeles. 


August 2-13 Chicago Gift Show, La 





Sept. 13-17 Boston Gift 
Statler and The First 


Armory. 


Sept. 16—Canadian Confe: 


show, Hota 
( orps Cadet 


ce, Whole. 

























sale Stationers Assn., Westbury H 
Toronto. Y 
Sept. 20-23 — Denver Gift & Jewelry 
Show, Hotel Albany. poge i 
Sept. 25 Midwestern regional Whole. trade 
sale Stationers Assn. conference , Drake on | 
Hotel, Chicago. 
Sept. 26-30 National Stationery & 
Office Equipment Assn., Convention. 





Exhibit, Conrad Hilton Hotel, Chicago, 


























































































Salle Hotel, Palmer House. a: 7 _ Philadelphia Gift Show, 
ss 4 . otel Benjamin Franklin. Acroli 
| August 2-5 August Gift Show, San : : 0 = 
| Francisco. Sept. 27-29 Phoenix Gift & Jewelry 5 
| Show, Hotel Wastward Ho. 
| August 9-12 August Gift Show, Port- : ; 
land, Ore. a? — — — Annual National [102 Addo-x 
es : setter Writing Week. 
| August 16-19 August Gift Show, Seat- a ; 
| tle, Wash. Oct. 16 Eastern States regional §y03 All-Rite 
; : Wholesale Stationers Assn. conference, 
| August 21 — Western States regional New Yorker Hotel, New York. 
| Wholesale Stationers Assn. conference, 104 Anco \ 
Mark Hopkins Hotel, San Francisco. Oct. 17-21 — Third annual Eastem eonle 
Commercial Stationery Show, Trade 
| August 23-28 — New York Gift Show, Show Building, New York City. 
| Hotel New Yorker, Trade Show Build- 9 
| , sens Oct. 19-23 — National Business Show, jj! _— 
a New York Coliseum. 
August 23-25 - August Gift Show, , > eae 
ee F Oct. 29-31—Western NOFA Area Con- 
SI ’ ‘ ference, Exhibits, Ambassador Hotel, 106 Apex 
Sept. 6-10—Dallas Gift Show. LosAngeles. forms 
HELP WANTED 107 Bausdl 
| CLASSIFIED te 
MANUFACTURER’S REPRESENTATIVE, ex- 
| cellent opportunity with leading manufacturer 
| of transparent stationery products and pre 108 Bee P 
| sentation binders. Profitable line, staple items, 
new sales plan. Good territories nee - = 
Deadline for classified advertisements is the Send complete resume, Box 238, ODERN 
fifteenth of the 2nd month preceding the STATIONER _AND_ OFFICE Fou IPMENT 8 
month in which the magazine is issued. RATES DEALER, 1 East First Street, Duluth 2, Min- 109 
25c a word. Minimum Order: $5.00 Semmes nesota. TF 2nd 
and addresses are to be included in the count. : : — 
Initials or sets of figures are to be counted as Salesman needed to represent one of the na 
one. word. tionally known steel office chair manufactur- 110 ¢-The 
ers. Box 239, MODERN STATIONER AND 
OFFICE EQUIPMENT DEALER, | East First 
Street, Duluth 2, Minnesota. 8-59 
LINES WANTED _ SALES REPRESENTATIVE WANTED 111 Color 
Minneapolis-St. Paul Area _ Representative— page 
_ calling on Stationery, Department and 
MISSIONARY SALES SPECIALIST eg Ninety-year-old com i 
: pany. Staple line 
+ veel isi — poe Benet tyes ee poy mn advertised—top commission sconall terri- 112 Crat 
Full, complete coverage and knowledge, all wi, Permanent connection for right mas 
fields. Top level personal contacts, Stationery, a. os —— es aria’ soe — 7" 
Artist and School Supply, Variety and Gift TIONER AND OFFICE EQUIPMENT DEAL- 
—— Se Sa eit Ne ER, 1 East First Street, Duluth 2, Minas 
Southern, Penn Mar Va and Empire State si . ee ed —- at 
Travelers. Personal interview with interested Side Line—Plastic Foam Brushes and Whisk 
Manufacturer, any location, my expense. Broces to retail at Sic aad ac. Reply with 
ting sad Relotions. Wor 236, MODERN © [ET atery covered: | Lewis W. Cl 
s < : s ~ »95 y , ,or 
STATIONER AND OFFICE EQUIPMENT a, Ce els eee eee 
— 1 East First Street, aw BY NATIONALLY KNOWN MANUFACTUR- 


MACHINE LINE WANTED 

Top line only by experienced executive now 
operating as a representative. Eight years as 
manager of the Clary office in Cleveland, one 
year with Monroe San Francisco office. Will 





promote sales in Wisconsin, Minnesota and 
Iowa aggressively. Will consider your line 
exclusively Box 244, MODERN STATIONER 
AND OFFICE EQUIPMENT DEALER, | East 
First Street, Duluth 2, Minnesota. 8-59 
If Wiscessia, Minnesota and Iowa _ need 
representation, write us We promote fast 
|} moving items only, the way you want them 


| promoted Box 245. MODERN STATIONER 
AND OFFICE EQUIPMENT DEALER,, 1 E: om 
First Street, Duluth 2, Minnesota IF 





BUSINESS OPPORTUNITIES 





Partner Wanted. 
Printing. Strictly 
industrial area. 


Commercial Stationery and 
commercial Los Angeles 
State experience and maximum 
money ready to invest. Box 237, MODERN 
STATIONER AND OFFICE EQUIPMENT 
DEALER, 1 East First Street, Duluth 2, Min- 
nesota. 8-59 
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ER OF FINE STATIONERY AND TYPE- 
WRITER PAPERS, reliable salesmen to cover 
territories of Pennsylvania, New York State and 




































Kansas. State expe r ience, names of last two 
employers, last year’s income, snapshot. Ours] 
straight commission basis Reply Box 242 

















MODERN STATIONER AND OFFICE EQUIP: 
MENT DEALER, 1 East First Street, Dug 





2, Minnesota. 









SAL ES RE PRESENT ENTATIVE. WANTED 
Kansas City Area Representative—calling on 
Stationery, Department and Book Stores. Ninety 
year-old company. Staple line advertised—top 
commission—protected territory. Per: 
connection for right man. Write, giving pIey 
sent lines carried and information about seliy 
Box 240, MODERN STATIONER AND OF- 
FICE EQUIPMENT DEALER, 1 7 
Street, Duluth 2, Minnesota. 

































































Representatives wanted by manufacturer oa " 
volume selling, humorous-novelty cards to r 
on greeting card stores, etc. Good territories : 
available. High commission. Send ~ in 
confidence detailing territory, pre 
background to Box 243, MODE RN STATION- 
ER AND OFFICER EQUIPMENT DEA 

1 East First Street, Duluth 2, Minnesota. 
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is provided for your convenience. To obtain additional information on new prod- 
literature and advertised products in this issue, simply circle the corresponding 


on the perforated card below, fill in your name, business address and mail the card. 


\DVERTISED PRODUCTS 


Qi Acrolite, Inc. — Hand cream — page 
52. 


102 Addo-x, Inc. — Calculator — page 41. 
103 All-Rite Pen, Inc. — Pens — page 41. 


104 Anco Wood Specialties, Inc. — Studio 
easels — page 40. 


105 American Geloso Electronics, inc. — 
Didating machines — page 33. 


106 Apex Business Systems — Business 
forms — page 52. 


107 Bausch & Lomb Optical Co.—Magni- 
fiers — page 36. 

108 Bee Paper Co., Inc. — Drawing papers 
— page 42. 


109 Burroughs Corp. — Carbon paper — 
2nd cover. 


110 C-Thru Ruler Co. — Plastic rulers and 
drawing devices — page 40. 


11] Colonial Candle Co. — Candles — 
page 42. 


112 Craftint Mfg. Co., The — Painting sets 
— page 12. 


113 Cram, George F., Co. — Illuminated 
globe — page 44. 


114 Cramer Posture Chair Co., Inc. — New 
chair line — page 37. 


115 Dunston Leathers, Inc. — Leather ac- 
cessories —— page 3. 


116 Ed-U-Cards Mfg. Corp. — Games — 
page 54. 


117 Franklin Mfg. Corp. — Imprinting ma- 
chine — page 44. 


118 General Pencil 
— page 43. 


Co.—Colored pencils 


119 Gibson, C. R., and Company — Baby 
record books — page 4. 


120 Glebe-Wernicke Co., 
cabinet — 3rd cover. 


The — Filing 


121 Guide System & Supply Co. — Trans- 
fer files — page 46. 


122 Hamilton Cosco, Inc. — Executive 


chair — 4th cover. 


123 Heines Publishing Co., Inc. — Card 
playing accessories — page 46. 


124 Heyer Corp., The — Portable addresser 
— page 48. 
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125 Higgins Ink Co., Inc. — Drawing ink 
cartridge — page 37. 


126 Howard Stamping Machine Co. — Im- 
printing equipment — page 54. 


127 Imperial Methods Co. — Filing supplies 
— page 48. 


128 Ketcham & McDougall, Inc. — Pencil 
— page 50. 


129 Kingsley Machine Co. — Monogram- 
ming machine — page 43 


130 Master Addresser Co. — Addressing 
machine — page 45. 


131 Melind Co., Lovis — Seals — page 
52. 


132 Merriam, G. & C., Co. — Dictionary 
— page 10. 


133 Minnesota Mining & Mfg. Co. — 
Plastic tape — page 53. 


134 Muhlenberg Press — Bride's Prayer 
Book — page 54. 


135 Nu-Art Engraving Co. 
cards — page 38. 
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148 Tuttle Press Co. — Gift wraps, party 


























(Continued from other side) accessories — page 49. 
136 Olivetti Corp. of America — Portable 149 Warshaw Mfg. Co., Inc., The — Filing 7 Advent Gift Package 
typewriters — page 31. supplies, gummed specialties — page 
51. 


8 New Santa Album 


137 Oxford Filing Supply Co. — Labels — 
page 7. 150 ee, he gl Mills Co. — Bond pa- 9 Decorating Kit 


10 Matchbox Yule Card 
138 Parker Pen Co., The — Pens — page 151 Write, Inc. — Carbon papers, ribbons ees 


45. — page 51. 11 Giftwrap Ensemble 


139 Print-O-Matic Co., Inc. — Duplicating 152 Your Own Photo Christmas Cards — 12 Counter Display 
equipment — page 39. Christmas cards — page 53. 
13. Giftwrap Display Stand 
140 Regency Thermographers — Raised let- 153 Anglers Co. — Zipper carrying en- 
ter printing — page 39. velope — page 50. 14 3-D Yule items 


141 Pearl Engraving Corp. — Adding ma- 154 Ferber Corp. — Pens — page 15. 15 Coloring Sets va 
chine — page 34. : 
155 Sterling Plastic Co. — Adding ma-  '© Window Decorations 


chine — e 52. 
142 Roberts, a Rubber Co.—Erasers pag 17 Dealer Aids 
— page 47. 
156 Shachihata Industrial Co. — Stamp leat 
143 Rogersnap Business Forms—Business pads, marking pen — page 47. 6 ee 


forms — page 53. 


144 Saginaw Industries Co. — Steel display NEW PRODUCTS 


fixtures — page 52 


19 Hand Stapler 


20 Contemporary 
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HE GLOBE-WERNI 


AS A SERVICE TO PROFIT-MINDED DEALERS 








Ce £ co. - CINCINNATI 1% OHIO 













— 


Take the costly “fumble” out of a 
dient’s fling and you've made a friend— 
and a customer—for many years to come. 
As a Globe-Wernicke dealer, you can do 
just that by offering your customers a com- 
plete choice of metal filing cabinets and 
Safeguard, the most efficient filing system 
ever devised—engineered to make filing 
more accurate and more eco- 
W filing cabinets are precision 


easier, faster. 
nomical. G 






































engineered and he autifully finished in 
every detail, They feature one piece wrap- 
around case, progressive — ball-bearing 
suspension slides, smooth-working. non- 











binding steel followers, and a choice of 


handsome decorator colors. Each G/W file 
cabinet is “front oflice” quality. 

































































Sofeguard’s Simplicity, Instant Visibility 


Simply Oper the file drawer shows 
your custome; a glance the superior 
features of the Saf guard System of filing. 

he color-engincered, angular ce dluloid 


















































Handsome Globe-Wernicke Files Brighten Office, Lighten Work load 





lab guides mak this system of filing the 


BG PROFIT IN TAKING ‘FUMBLE’ OUT OF FILING 





Through Filing Analysis 


You can make a professional analysis of 
a customer's filing system with the G/W 


i How to Sel Filing Supplies 
| 


Filing Efficiency Analysis Form, an ex- 
clusive G/W Systems Division develop- 
ment. These analysis forms are dealer 
prestige-builders -they” ll give you a rating 
as a “file expert.” Using this form, it’s 
easy for you to check papers in file cabi- 
nets at your cus stomer’s ollice, and recom- 
mend “on the spot” guides, folders, and 
folder labels they should have for their 


records. In addition, you'll be opening the 
door to repeat filing supplies business, plus 
sales of other office aids. 

The Filing Efficiency Analysis Form 
asks and answers all the needed questions. 
When filled out, simply compare this in- 
formation with a check-list that estimates 
the correct guides and folders. This check- 
list is included on the front of the 
analysis sheet. You can ei list on the 


page 


back of the form, in the boxes provided, 

easiest, most fool-proof ever devised. your recommendations. 
Globe-Wernicke filing cabinets. com- While you're in the customer’s office 
bined with the Safeguard System, offer making this free survey for him, you 


should check the rest of his filing equip- 
ment. 
cabinets, follow-up systems, filing shelves, 
Every-Day files, labels, 
other G/W 


your customers perpetual record protec- 

tion, instant feather-touch 
operation, handsome appearance, and end- 
less utility that measures life in 
“cvenerations” instead of years 


accessibility, This can lead to extra sales in filing 


folders and many 
and 


service 


terms of ollice aids accessories. 








As a G/W dealer you will have the ad- The Filing Efficiency Analysis Forms are 
vantage of ordering all your filing equip- | available free to all G/W dealers. This is 
ment and supplies from one reputable | another example of the many Globe- 
source for greatly simplified inventory, Wernicke “selling tools” available to its 
consolidated — purchasing and superior | dealers to help make sales calls more 
service. profitab le. 


As a G/W dealer, 
are available at little or 
These include complete product literature 
and catalogs, with imprinting service; a 
complete, integrated direct mail campaign | 
with your name imprinted on all material 
“million dollar” mailing 


over 200 sales aids 


no cost to you, 


The Globe-Wernicke Co. 
Dept.DM-8 
Cincinnati 12, Ohio 


Information on this page interests me. Please 


plus a regional cond sre details en: 6 Glaho Wensishe Qeatendiins 


list; product booklet enclosures; full color 

jumbo post cards; new Techniplanner Kit — ee 
equipment; radio scripts and TV films. nee a 
Clip and mail the attached coupon today 

and learn how you can effectively revitalize | Addeees 

your business by selling the comple te line 

of Globe-Wernicke metal office furniture, City State 


equipment, and supplies, backed by a dy- 


| 

| 

| 

| 

| 

| 

| 

| 

| 

| 
of exact scale model replicas of business || 
iI 

| 

| 

| 

| 

| 

| _ : | 
namic advertising and sales aid program. || 
i 














New comfort for executives 


ne A A prices! 











@ You win two ways when you sell this 
imposing, enormously mfortable 
COSCO ‘Director’ executive chair. You 
pocket full profit on a 

Only $59.95. You deliver: 

that invites comparis 

ders. All ways, always [ 

and feature COSCO. The 

you more to offer! Power 

the largest full-color ad 


COSCO history! 


HAMILTON COSCO, INC., COLUMBUS, INDIANA 


*(Zone 2: Texas and 11 
shown are for Naugahyde upt 


fabrics slightly f 





\ p\ 28-STA, $67.95 25-S, $42.95 27-LA, $39.95 23-LD, $19.95 COSCO also offers comparable values 
"$71 .95)* ($46.95)* ($43.95)* ($21.95)* chairs, settees, sofas. tables 
\ 





2 a 


eee 












